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ABSTRACT 
The content of this project deals with how Red Bull’s strategic use of extreme content 
marketing, on the social media platform Facebook, can be related to the theory of Neo-
Tribalism in order to investigate the corporate communication in the shaping of identity and 
interest in a contemporary context. Main theories as Neo-Tribalism, Mediatization and 
additionally consumer behaviour-, marketing-, and branding theories were used throughout 
the project to explore how and to what extent Red Bull succeeds in creating Neo-Tribes 
around their brand. Through analysis of an elite interview with the unbiased insider, Fabian 
Holt, analysis of Red Bull’s content on Facebook, and group interviews conducted with Red 
Bull’s target group we reached the conclusion that Red bull’s use of extreme content 
marketing can be used in creating a brand- and a product Neo-Tribe, but the frame of the 
Neo-Tribe as in flux. Red Bull also possess a very independent position in the media 
landscape due to self-censorship and in house media production which enables a freedom in 
shaping the Red Bull brand. The creation of Neo-Tribes as an effect of the Red Bull extreme 
content marketing, within the extreme sports branch, was not the case but a result of the 
social media platform of Facebook as a mean of interaction through many-to-many 
communication.  
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INTRODUCTION 
This project concerns the marketing strategies used by the Red Bull company as the main 
study case, with a focus on the extreme content marketing with a focus on extreme sport used 
by the company as well as behaviour in the recipients on the social media platform Facebook. 
To understand the processes behind these strategies (the sender perspective) and the reaction 
from the recipient end, the theories of Neo-Tribalism and Mediatization contribute. 
Fieldwork in terms of an elite interview representing the sender and three group interviews 
representing the receiving end will also be applied. The theories are a part of the investigation 
alongside the analysis of the social media use by the company. Throughout this project, we 
distinguish between recipients and consumers. Recipients will be used when referring to 
individuals in general who are exposed to marketing. Consumers are used when referring to 
consumers in general in the theory chapter, as it is part of this theoretical framework, and 
when referring to Red Bull drinkers throughout the project.  
AIM 
The aim of our project is to understand the use of extreme content marketing in relation to 
extreme sport and the recipient’s behaviour on social media (Facebook) with Red Bull as the 
catalyst. The focus will be to explore their communicational tools behind the strategy and 
relate it to the theory of Neo-Tribalism around the Red Bull brand (sender). By including 
Mediatization the study is thereby also concerning the influence of media communication and 
how it contributes to change patterns in society as well as shaping individuals within it. 
Furthermore, it inspects the effects these strategies have on the recipients with using 
empirically fieldwork in the form of an elite interview and three group interviews as a 
method. 
PROBLEM DEFINITION 
How can extreme content marketing on the social media platform Facebook, with a focus on 
Red Bull’s marketing strategy be seen as a corporate communication strategy that 
interrelates contemporary forms of identity and interest through the perspective of Neo-
Tribalism? 
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AREA OF RESEARCH 
Dietrich Mateschitz founded the Red Bull company in 1987 in Austria. With inspiration from 
functional drinks from Asia, Mateschitz created the recipe of the Red Bull energy drink and 
along with that, he launched the completely new product category. Due to its high amount of 
caffeine in their product Red Bull targets people, who are in need to relieve or prevent 
drowsiness and to increase performance, such as athletes, workers, students, video gamers, 
people out to a party or who are on a long trip on the road. It, therefore, excludes children, 
pregnant women and caffeine sensitive people. The Red Bull company is highly aware of 
their CO2 emissions and is ambitioned to reduce their carbon footprint to a large extend. Next 
to the production of their energy drink the Red Bull company started already within their first 
year to sponsor and/or create extreme sport events, like the Red Bull Dolomitenmann in 
1988. A year later they sponsored their first Formula 1 athlete and generally their efforts grew 
more international. Especially in the music branch as well as in Formula 1 Red Bull achieved 
huge international successes.  
 
To sum up it is to say that the Red Bull company has started out as a pioneer in a new product 
category and from that the company developed over time to a unique brand leader in 
branches like extreme sports, music, dance, media and in social or cultural projects. With the 
aid of the internet and social media platforms like Facebook, Twitter, Instagram and 
YouTube Red Bull was able to spread out even further and has gained a broader target group. 
This phenomenon and how Red Bulls unique marketing strategy has been so incredible 
successful all over the world mark our motivation and what we want to investigate further in 
our project. 
 
PROJECT TECHNIQUE 
In the working process of producing this project, we have experienced challenges in terms of 
group dynamics and different perceptions on how to contribute adequately to the project 
writing process. Unfortunately, we were not able to overcome these challenges, and it, 
therefore, resulted in the group having to divide into two and continue the project work 
separately. Due to this, pages in this project may be similar or identical to pages in the project 
produced by group 13 B. 
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DIMENSION ANCHORING/DESCRIPTION 
The dimensions applied in this project are Text and Sign and Subjectivity and learning. 
The Text and Sign dimension is represented in terms of working with Communication 
studies, since we are investigating how Red Bull are branding and marketing themselves 
through the social media platform, Facebook. They way that the dimension Text and Sign 
becomes relevant is through analysis of Red Bull’s rhetoric and approach and thereby 
pinpointing an agenda with tools used to reach the audience. Furthermore, the Text and Sign 
dimension is used when interpreting on signs in the interview transcripts and responds to 
posts on Red Bull’s Facebook page. We want to discover how Red Bull reach recipients 
through statements (via online posts) and they thereby frame the Red Bull brand, with a 
special focus on extreme sport.  
When using Subjectivity and Learning as the other dimension we focus on the relation 
between Red Bull and recipients exposed to their marketing strategies and thereby 
implementing the knowledge and concepts we gained through Text and Sign. Here we want 
to investigate how the recipient part of the relation responds to and process the outcome of 
Red Bull’s extreme content marketing strategies. This is done mainly through group 
interviews with individual interview participants who represent different categories 
concerning the relation to Red Bull and also through data collected online on social media 
(Facebook). 
DELIMITATIONS 
The aim of this section is to account for the delimitations we have had to make and how these 
have possibly affected the outcome our research. Our chosen problem area is very broad, and 
during our research process, new elements and discoveries continued to appear. Due to this, 
and given the limited time and character requirements, it has been necessary for us to limit 
some aspects of our research and finished project. 
 
Delimitations on quality and quantity 
As data collecting can both be done qualitatively and quantitatively, we are limiting ourselves 
by only using the qualitative approach and thereby leaving out the element of quantity. In the 
methodology chapter, it will be further explained how our project is approached qualitatively. 
We are aware that a quantitative approach would provide us with data collected from more 
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individuals, and that the patterns we argue for would be more valid. However, with our focus 
and purpose, we consider it to be more relevant to come as close to the individual, personal 
experiences as possible and to investigate this into depths.  
 
Delimitations on social media platforms 
We have chosen to limit our research of online content to Facebook as the only social media 
platform, even though we had originally planned on also using Twitter and Instagram. We 
aimed for those three platforms since we perceive Facebook as the most popular social media 
platform, and the interesting elements of Twitter focusing on written language and Instagram 
focusing on the visual element of images and videos. When limiting our research to only one 
platform, we chose Facebook due to, as mentioned, the popularity of the platform, but also 
because of the combined focus on words and images used. We realise that we exclude some 
data by liming our research to just one social media platform, but considering the data gained 
from the platform chosen, we consider it to be adequate.  
 
Delimitations on elite interviews 
Originally, we aimed to conduct two interviews; an elite interview with a Red Bull 
representative from the Copenhagen Red Bull office, and an elite interview with lecturer 
Fabian Holt. The elite interview with a representative from Red Bull’s Copenhagen office 
was meant to be used as a direct source to Red Bull, as it would provide us with data from a 
representative with more extensive insight knowledge than Fabian Holt. In the interview with 
Fabian Holt, he would then have had the position of an informant with some insight 
knowledge of Red Bull, especially the Red Bull Music Academy and could thereby prepare 
us for the elite interview with a Red Bull representative. However, we were not able to 
conduct an elite interview with a representative from Red Bull’s Copenhagen office and have 
therefore only collected data from one elite interview, with Fabian Holt in an elite position 
instead. We are aware that this has limited us, as we have then not had direct contact to Red 
Bull, but this has led to Fabian Holt’s position becoming even more important. Even though 
we lost the possibility of additional data when only conducting one elite interview, Fabian 
Holt not being directly related to Red Bull have also become a positive aspect as he, with his 
position, is able to take a critical stance on the subject of Red Bull. 
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Delimitations on interviews of recipients  
Originally, to collect data from the recipient’s point of view, we aimed to conduct two focus 
group interviews, each consisting of 6-8 participants. One of these focus group interviews 
should consist of Danes only, and the other should consist of a group of mixed internationals, 
to have recipients as diverse as possible, and to investigate how receivers who has spent the 
majority of their lives outside of Denmark make sense of Red Bull’s marketing compared to 
Danes. However, we ended up conducting interviews with only six participants in total, 
divided into three small groups of two participants each. We have therefore changed 
approach from wanting to conduct focus group interviews to instead conducting group 
interviews of individuals. The outcome of the interviews has become different than originally 
expected, as the method behind conducting group interviews is different from focus group 
interviews. By conducting small group interviews with a more individual focus, we gain 
more personal perspectives on the subject that have not been affected by others, and may 
therefore be more authentic. Despite our aim, all of the participants interviewed are Danes. 
However, we do not consider this a big loss, since the importance of including participants 
overshadow their nationality and including data collected from internationals would only 
have added another layer and international perspective to our project. This delimitation is 
perhaps instead a positive outcome, as our project area is already very broad. Furthermore, 
we are aware that by only having six interview participants in the three group interviews, the 
claims we make on the basis of the premises provided by the participants become less valid, 
than had we had double the number of participants. Despite the limited number, the outcome 
can still enlighten the project with tendencies. 
 
Delimitations on online content 
When analysing Red Bull’s online content, we have chosen to collect data from 25 days of 
Facebook content. In theses 25 days, Red Bull has provided 73 posts on Facebook. However, 
out of those 73 posts, we have only chosen to analyse on 25 posts that we considered to be 
the most successful ones, and therefore, the ones that would provide us with the most relevant 
analysis results. Based on the 73 posts, the average views they received were at 1.000.000, 
and the 25 chosen posts have been considered to be the most successful as they reached 
higher than the average amount of views and therefore we have had popularity as criteria. 
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When analysing recipients’ responds to Red Bull’s content, we have chosen to use comments 
from 13 different posts. Some of these 13 posts are not the same posts that have been chosen 
for analysing the actual content, but the 13 posts chosen are the ones we consider to contain 
the most interesting comments for the purpose of our analysis. By doing so, we are aware that 
we leave out data that could have changed the result of the analysis, but we consider the 
chosen data to create an adequate image of what we want to investigate. 
 
Delimitations on research case 
As this project is an investigation of a brand’s ability to create Neo-Tribes in consumer 
societies through implementing marketing strategies, Red Bull becomes a case study for 
exemplifying our discoveries. We have chosen not to include more brands than Red Bull in 
our investigation, as it has even been necessary for us to limit our Red Bull approach to only 
concerning extreme sport. When only exemplifying our discoveries through Red Bull we are 
aware that the project focus becomes more equally divided between theoretical concepts and 
the brand case study, as Red Bull then takes a position with more focus in the project, than if 
we had included other brands as well. 
CONCEPTS & THEORIES 
Marketing & Branding 
Marketing according to Philip Kotler  
In the following sections, the concepts and theories applied in the project will be explained. 
The current section explores the terms “Marketing”, “Branding” and the concept of 
“Marketing 3.0”. All of the terms are defined according to Dr. Philip Kotler, who is the S.C. 
Johnson & Son Distinguished Professor of International Marketing at the Northwestern 
University Kellogg Graduate School of Management in Chicago. He is hailed by 
Management Centre Europe as "(...)the world's foremost expert on the strategic practice of 
marketing." (Kotler, 2016) Considering his popular position in the field of marketing, we 
regard him and his work as reliable sources.   
In a more cultural and anthropological perspective Kotler and Armstrong define “Marketing” 
in their Book “Marketing: An Introduction” from 1987 as the following: “Marketing is 
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human activity directed at satisfying needs and wants through exchange processes.” (Kotler 
& Armstrong, 1987: 4) 
Further explained: Humans have three different kinds of natural needs. They are either 
physical (food, clothing, warmth, safety), social (belonging, affection) or individual 
(knowledge, self-expression). If any of these needs are unsatisfied, humans look out for an 
object to please the need or to reduce the need. Apart from the all-natural needs, human 
beings shaped through the society and culture they belong to as well as their individual 
personality specific wants. Every evolving society increases the desire and interest in new 
and more wants over time. Often producers miss out the underlying customer need under any 
of their wants and then they lose against companies who detected that need, since the 
customer will have the same need but then a different want. Furthermore, the want turns into 
a demand, which forms through how satisfying a product is in the relation to the customer’s 
resources. (Kotler & Armstrong, 1987: 4-11) 
In general, a product can be a good, service, person, place, organization, activity or idea that 
has the capability to satisfy a want or need. It can also be called a satisfier, resource or offer. 
(Kotler & Armstrong, 1987: 9) 
The last step of marketing a product is the exchange of it. Which means that the customer 
gets the desired object with offering something in return. This is then measured in 
transactions, since a transaction is based on the value of a trade between two parties. 
Overall marketing has to be constituted of the actions taken to get the desired answer from 
the target audience toward the product. The place where these actions happen is then called a 
market and do not need to be a physical place since modern communications and 
transportations make a transaction possible at any time and location. The task of the 
producers is to find the customers, identify their needs, react to it by creating a good product, 
promote it, set the price and exchange it. (Kotler & Armstrong, 1987: 11) 
  
Apart from this rather cultural explanation of marketing, Kotler states on his webpage a 
business related definition of the term. According to him “Marketing is the science and art of 
exploring, creating, and delivering value to satisfy the needs of a target market at a profit.” 
(Kotler, 2016) Marketing includes the identification of unsatisfied needs and desires as well 
as the definition, measurement and quantifying of the identified market and potential profit. 
Kotler defines, the most important concepts of marketing as needs, wants, demands, 
offerings, brands, value and satisfaction, exchange, transactions, relationships and networks, 
 
11  
Roskilde University 
International Study Programme in Humanities 
segmentation, targeting, positioning, the marketing environment and marketing programs. He 
further states: “(…) marketing is not a short-term selling effort but a long-term investment 
effort. When marketing is done well, it occurs before the company makes any product or 
enters any market; and it continues long after the sale.” (Kotler, 2016) It is also noted, that 
through advanced technologies and globalisation, further on also through free trade and the 
Internet, the competition between companies can take place everywhere, but also the power 
of the customer increases. This leads to the company’s challenge to maintain prices and 
profitability, which is to be done through better targeting, differentiation and also branding. 
(Kotler, 2016) 
Therefore, Marketing is a strategy that aims to detect human needs, wants and desires and by 
offering the right good or service it is able to satisfy them in an exchange process to gain 
profit also on a long-term.   
 
Branding according to Philip Kotler 
Besides marketing, branding is also an important term to investigate, when dealing with Red 
Bull’s use of extreme content marketing. In the following section regarding the definition of 
extreme content marketing, the use of the non-product content is mentioned. This project will 
go more into depth with this later on, but first, it is necessary to investigate the concept of 
branding in terms of exploring the brand Red Bull which is the only way branding will be 
used in this project. We again base our definition on Philip Kotler (1987) stating that “(…)  a 
brand is a name, term, sign, symbol, design (or a combination of those), which intention is to 
identify the goods or services of a company and to differentiate them from competitors.” 
(Kotler & Armstrong, 1987: 239) The brand name distinguishes itself from the brand mark 
since it is the part of the brand that can be vocalised whereas the brand mark can only be 
recognised visually. An important part of the product strategy of a company is the branding 
decision. This is to make the choice of putting a brand on their product or not. The company 
has to consider, that branding can add value to their product as an unmarked product will be 
viewed as lower in quality for example. (Kotler & Armstrong, 1987: 239-242) Furthermore, 
do brand names tell the buyer something about the product’s quality and will increase the 
shopper’s efficiency. Branding attracts, therefore, a loyal and profitable set of customers but 
also helps to segment the markets. It increases innovation in the society by giving producers a 
motivation to look for new features that can be protected against competitors, which in turn 
leads to product variety and more choices for consumers. The quality stands for the ability of 
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the brand to perform its functions including its durability, reliability, precision, ease of 
operation and repair. From a marketing point of view, quality is measured through the 
buyer’s perceptions. (Kotler & Armstrong, 1987: 239-242) Therefore is branding a necessary 
strategy to differentiate businesses from another and needed to segment the markets, which 
helps the consumers to create liability towards a certain good or service of a company. 
Marketing 3.0 
In the book “Marketing 3.0: From Products to Customers to the Human Spirit” Philip Kotler 
and his co-authors Hermawan Kartajaya and Iwan Setiawan explain how the marketing 
strategies changed over time in three significant stages. (Kotler, Kartajaya & Setiawan, 2010: 
3-4) The first stage (the product-centric era) started during the industrial age where it was 
important to serve the mass market by designing and most importantly selling basic products. 
The following information age (the consumer-centric era) have an impact on the overall 
position of the consumers, as they are now well-informed and able to easily compare 
products and thereby the value of products is defined by them. This leads to the increase of 
market segmentation and the development of superior products for specific target markets. It 
still is an implicit assumption that the consumers are passive targets of marketing campaigns. 
(Kotler, Kartajaya & Setiawan, 2010: 3-4) From the invention of the World Wide Web on, 
the third stage developed (the values-driven era) with significant focus by marketers on the 
consumer having minds, hearts and spirits, which have to be reconsidered in any marketing 
effort. (Kotler, Kartajaya & Setiawan, 2010: 4) The new technologies furthermore enables the 
connectivity and interactivity of individuals and groups as the easy and cheap assessment 
allows everyone to express themselves and collaborate with others. (Kotler, Kartajaya & 
Setiawan, 2010: 5) Scott McNealy, co-founder of the computer technology company Sun 
Microsystems, states the values-driven era also as being the age of participation, where 
consumers turn into prosumers as they not only create entertainment, news and ideas 
themselves, but also consume them. (Kotler, Kartajaya & Setiawan, 2010: 7) In her article on 
entrepreneur.com, Susan Gunelius describes the shift of the original meaning of the term 
“prosumer”. From being just a person “who purchase products and services for professional 
purposes” the term turns nowadays into the position of the consumer as being the influencer 
on the success or failure of companies, products and brands through their activities on the 
Social Media, so it means rather a “product and brand advocate”. (Gunelius, 2010) She 
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further states that the control of businesses over their brands, products and messages is now 
being taken over by the end-user. Leaders of this control are members of the social web that 
spread messages and drive demand by influencing people through blogs, forum posters, 
social networking and other platforms. (Gunelius, 2010) In “Marketing 3.0” this form of 
participation through “expressive Social Media” is described as increasing further and then 
lead to more influence of consumers on other consumer’s opinions and experiences. (Kotler, 
Kartajaya & Setiawan, 2010: 8) Susan Gunelius claims that businesses have to react to this 
change in control by delivering content that adds value to the prosumers experiences with the 
brand and that they have to build up a meaningful relationship with the prosumer over time. 
Prosumers will then take on by talking about and advocating the brand which creates a 
positive image of the brand with this “word-of-mouth-marketing”. (Gunelius, 2010) 
Furthermore Gunelius gives 5 points of how business should react on these influences. First 
of all, it is needed that businesses have to find out their online key leaders, who she describes 
as people who are interested in the brand and willing to talk about it in their online 
conversations. After that it is necessary for the businesses to join this conversation by 
delivering information and insights that add value to it and further build up a relationship 
with the online key leaders, which has to be informative, accessible and human. (Gunelius, 
2010) Gunelius mentions here the passive marketing prosumers are capable of through their 
own online position, connections and interaction. (Gunelius, 2010) Furthermore the 
acknowledgement of the prosumers is important. But it should not include self-promotion and 
direct marketing rather indirect marketing and a notion to what extend the brand is beneficial 
for the prosumers, which will bring them to promote it to their own audience. (Gunelius, 
2010) Businesses should also be aware of their underlying core-branded destination by using 
the social web as a tool to also link back to the businesses webpage for example, which then 
delivers even more information for the prosumers or the possibility to also purchase the 
businesses’ product. (Gunelius, 2010) 
Therefore, the Marketing 3.0 approach by Kotler detects a shift of the position of consumers 
and explains their new control position as referring to them as turning into interactive and 
powerful prosumers. Gunelius explanation of this term and her suggested reactions to it by 
businesses clarifies even more the huge impact this change has on marketing strategies 
overall. Further on in the project we will make use of the Marketing 3.0 theory in terms of 
investigating whether our study case of Red Bull and their extreme content marketing efforts, 
will apply to it or not, through analysing their Facebook page activity.   
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Communication, social media, and popular culture 
The aim of this text is to clarify what is meant when referring to the terms communication, 
digital and social media to create a more thorough understanding of these, since they are 
relevant to extreme content marketing and the theory of Mediatization. 
Communication 
Firstly, it is relevant to define what is meant when referring to communication in general. In 
‘Cultures of Mediatization’ communication is understood as a process where signs are used 
in the symbolic interaction between people. The characteristics of these symbolic interactions 
are firstly learned by the ability to speak, but then continues into communicative actions due 
to “(…) our action is always also communicative action.” (Hepp, 2013: 3) The effects of 
communication processes then result in the creation, shaping and reformation of reality, due 
to Peter Berger and Thomas Luckman’s assumption; conversation in different forms, 
situations and via diverse platforms is an especially important tool to constitute and maintain 
reality. 
Social media 
In terms of where these realities are then constituted and maintained the next section will 
explore the social media platform. The term media is defined in ‘Cultures of Mediatization’ 
as a medium. To further explain; a medium which in general exist as a technological 
communicational medium (Hepp, 2013: 3), where these mentioned signs which create reality, 
are moulded, shaped and frame according to the medium’s point of view. 
The term social media is a term to describe the online platform of for example Red Bull’s 
Facebook page. We base our understanding of social media on how Kirsten Drotner and Kim 
Christian Schrøder portrays it in Museum Communication and Social Media: The Connected 
Museum. Social media is about communication being able to go two ways, instead of one-
way communication. Social media thereby contradicts the traditional media form, where 
communication only goes from the sender to the recipient. With social media, the recipient is 
offered the chance to react and communicate back to the sender, or to include even more 
people. Social media is, therefore, a many-to-many type of communication, and it is possible 
to engage both online on a computer, and on a mobile phone et cetera. Social media, 
therefore, exists as a term that covers different online services that allow users to create and 
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share content and to participate in communities online (Drotner and Schrøder, 2013: 2) which 
is important as mentioned in the Marketing 3.0 section. 
Content on social media 
There is no definition of what is meant with the word content in terms of what is provided 
and spread on social media, and therefore, we cannot exclude any form of content from being 
part of social media. In his definition of social media, author and online marketing strategist, 
David Meerman Scott address text, images, video, audio and communities as being covered 
by social media (Scott, 2010: 38). He is thereby including a variety of different internet 
channels under the definition of social media, such as Facebook, Twitter, Instagram, 
YouTube, which are focusing on different types of media. By doing so, he is making all 
different types of online channels possible to examine, when investigating Red Bull's use of 
online content marketing on social media, but as mentioned the project will only consider 
Red Bull’s Facebook page. 
To conclude, we, therefore, understand social media as an online platform that engages in 
many-to-many communication which creates, shapes and reformats reality by creating and 
sharing content, in the form of text, images, video, audio, or communities. 
 
Popular culture 
To continue on how Red Bull uses these mentioned signs to communicate their content 
through the social media platform Facebook, the next part will explore the phenomenon 
formulated as popular culture since it is relevant to help create an understanding of how Red 
Bull constructs their use of extreme content marketing to reach a broad target group (which 
will be elaborated on further down). The perspective will be from the point of view of Jib 
Fowles in his book ’Advertising and Popular Culture’ from 1996. 
 
The catalyst of popular culture 
The background for establishing popular culture can be located in what is formulated as ‘the 
culture industries’, a concept established by Max Horkheimer and Theodor Adorno (both 
Marxist critics) and used by Jib Fowler. A more detailed description of ‘the culture 
industries’ is how information and commodities are rated according to sales and ratings when 
reaching the mass population through mass media channels. Popular culture exists as the 
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opposite of high culture, due to the intention behind the phenomenon to reach as far as 
possible and thereby not only a narrow target group. 
To understand the core of the creation behind popular culture, one must, therefore, 
understand how the process exists of several parts; first ‘the culture industries’ where the 
content is produced, then the spreading of the content to establish contact through mass 
media channel to the mass population where the content is then being consumed. 
This process can be related to Red Bull since Red Bull and their extreme sport branch can be 
seen as a ‘culture industry’ where the content is being produced for the Facebook page. 
 
Expanding the content produced by ‘the culture industries’ 
The shape of the content produced by ‘the culture industries’ can take, is as mentioned 
entertainment in general – hence text, images, video, audio, or communities, where the aim is 
to expand the entertainment through establishing an understanding of how this content of 
entertainment can provide pleasure to the recipient. 
The actual tools used to create the idea of pleasure which the produced content provide is 
symbols which are composed to aim for this idea of pleasure. More precisely Fowler argues 
“(…) it is composed of images intended to be meaningful to spectators” (Fowler, 1996: 10). 
In other words; popular culture is a phenomenon where symbolic content is designed to exist 
as the gateway to access the mass population, since the aim is to reach as broad as possible. 
This symbolic content, which can provide pleasure, is then designed by Red Bull and their 
extreme sports branch and is thereafter accessible to via the social media platform, Facebook. 
  
The label; popular 
Another important aspect of acquiring the label as being popular culture is the reaction the 
recipients on the social media platform Facebook. When assuring the popularity aspect of 
popular culture, besides obtaining a far-reaching positive reaction, there also ought to be a 
far-reaching counterpart where discontent is the attitude. Content (based on pleasure 
providing symbols) which is thereby the reason for these two perspectives to the debate can 
be labelled as popular. (Fowler, 1996: 9-11).  
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Mediatization 
When exploring these concepts into a wider context of the relation between media and 
society the theory of Mediatization becomes relevant, since it contributes to understanding 
Red Bull’s way of reaching its recipients via aiming to create popular culture (hence existing 
as a ‘culture industry’) on their Facebook page. 
This explanation of Mediatization is, therefore, another tool to understand which 
consequences come of producing content as a ‘culture industry’ and enabling access to the 
content. The theory of Mediatization from the angle of Andreas Hepp in his book ‘Cultures of 
Mediatization’ - the edition from 2013. 
  
Mediatization exists as a theory within the field of media and communication studies. The 
theory exists to help explore and understand the relation between society and communication 
within media in general, which thereby also includes the social media Facebook. It concerns a 
long term developing process of the relationship between media communication and how 
media communication contributes to change patterns in societies. In other words, how media 
communication helps to shape, frame and change especially society institutions, discourses, 
realities et cetera and the processes behind this change, meanwhile people and institutions are 
dependent on mass media as the platform and portal of information. 
Red Bull as a ‘culture industry’ 
Red Bull seen as a ‘culture industry’ because of their presence on the social media platform 
Facebook which enables the many-to-many communication and interaction between the 
company as the sender and their recipients, can then lead to the creation and maintenance of 
reality having not only Red Bull as the moulding catalyst, but due to Red Bull providing the 
main content the company can still be argued to possess the primary determining role of 
reality. This can be related to how their use of extreme content marketing enables 
authenticity, which will be elaborated further down. 
 
The relation between media and society 
To continue the explanation of Mediatization, Stig Hjarvard a Danish researcher within the 
field of communication and media, formulates the concept of Mediatization within society as 
how the relation between the two represents a duality. 
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This duality is described as how media, in general, has obtained the label of social 
institution(s) itself but at the same time social institutions are as mentioned quite dependent 
on mass media, due to as Hjarvard describes it; “(…) social interaction – within the 
respective institutions, between institutions, and in society at large – take [sic] place via the 
media.” (Hepp, 2013: 42). This duality, therefore, concerns how media as institutions 
contribute to and exists as the catalyst of communication processes on behalf of other social 
institutions. 
In other words, media institutions in general(s) in contemporary time exist as a technological 
communication medium and portal between social institutions and people. This role as the 
medium thereby provides the opportunity to shape, frame and change patterns as mentioned 
in the above. (Hepp, 2013: 1-43) 
Red Bull can be argued to represent both sides of this duality, since the company does not 
only exist as a ‘culture industry’ by producing its own content within the extreme sport 
branch et cetera, but the company also exist as a quite independent institution because of 
communicating their content via own platforms in general besides Facebook. This can be 
related to Pulizzi’s opinion on ‘owning media’ – which will be elaborated further down. 
Neo-Tribalism & Consumer Behaviour 
The aim of this section is to investigate and explain what we meant when we refer to the 
theory of Neo-Tribalism, to be able to explore the recipient end of Red Bull’s use of extreme 
content marketing. The theory was formulated by Michel Maffesoli; Professor of Sociology 
at the Sorbonne University of Paris, in his book, ‘The Time of the Tribes: The Decline of 
Individualism in Mass Society’ from 1996. Besides Maffesoli’s own work, perspectives will 
be applied from David Evans work on ‘Michel Maffesoli’s sociology of modernity and 
postmodernity: an introduction and critical assessment’ from 1997 plus Bernard Cova and 
Véronique Cova’s paper on tribal marketing published in 2002. To elaborate on the how the 
concept is perceived in relation to marketing; we will also draw on the book ‘Consumer 
Tribes’ by again Bernard Cova plus Robert Kozinets and Avi Shankar. Further, the individual 
recipient and consumer will also be taken into account from the book ‘Consumer Behaviour 
and Marketing Strategy’ J. Paul Peter and Jerry C. Olson from 1993 and Rakesh Kumra’s 
‘Consumer Behavior’ from 2007. 
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The importance of understanding Neo-Tribalism is by Maffesoli described as how the 
individual and individualism, no longer functions as crucial in constructing meaning, but 
instead the “(…) person (persona) can only find fulfilment in his relations with others.” 
(Maffesoli, 1996: 10) which Bernard Cova and Véronique Cova agree on in terms of (re-
creating) or maintaining the social link between people (Cova & Cova, 2002: 597).  
To further explain, David Evans argues that due to existing in an individualistic era, where 
people are no longer dependent on what he describes as “(…) the chains of tradition (…)” 
(Evans, 1997: 239) Neo-Tribalism is relevant since it helps to understand how consumer 
capitalism then provides options in terms of choosing shared life-style(s) (Evans, 1997: 239) 
because of the otherwise “(…) ‘loss’ in a collective subject(…)” (Maffesoli, 1996: 11). This 
can be related to the mentioned values-driven era in the Marketing 3.0 section.  
Neo-Tribalism can, therefore, be understood as a reaction to and a consequence of the demise 
of individualism, since the term contributes to explain how people then gather in groups 
defining themselves on the basis of tastes and lifestyles which are mutual and shared 
(Maffesoli, 1996: foreword) – hence a tribe is then created due to people’s freedom of choice 
in a postmodern era, where the construction of meaning depends on choice.  
 
Neo and tribe 
In terms of defining the word tribe, Rob Shields propose Maffesoli’s opinion to be 
understood as it being “(…) the central feature and key social fact of our own experience of 
everyday living.” (Maffesoli, 1996: foreword), but the term should be understood in a 
contemporary sense – therefore, the added; neo, since as mentioned by the Covas, 
postmodern tribes are created due to shared feelings with conceptual boundaries to create 
meaning and the feeling of belonging (Cova & Cova, 2002: 598, 599). The word tribe should 
therefore not be understood in the anthropological sense in terms of what Zygmunt Bauman 
describes as ascriptive membership (Evans, 1997: 237) or archaic tribes because of not 
existing as permanent, limiting, physical or based on kinship (Cova & Cova, 2002: 597-599). 
Instead the tribes are constantly changeable and the commitment of the tribe members, both 
symbolically and ritually, determines its existence (Cova & Cova, 2002: 598), which co-
relates to Michel Maffesoli opinion on them as being unstable since they (the Neo-Tribes) 
depend on emotions (Cova & Cova, 2002: 598). Belonging to a tribe in the postmodern era is 
further described as co-existing with what is explained as mainstream life in ‘Tribal 
Marketing’ (Cova & Cova, 2002: 599), also due to the fact that belonging to several tribes is 
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a possibility and more importantly a need (Cova & Cova, 2002: 602) since as Maffesoli 
describes; “(…) the persona, the changeable mask which blends into a variety of scenes and 
situations whose only value resides in the fact that they are played out by many.” (Maffesoli, 
1996: 10), which clarifies how complex the creation of meaning is – due to combining Neo-
Tribes and the significance of commitment of the tribe members. This commitment is then 
especially visible on social media, since as mentioned technology then provides the platform 
for connectivity and interaction between the tribe members. 
 
Tribal marketing 
When relating the concept of Neo-Tribalism to marketing, the Covas suggest how the concept 
of tribal marketing can be understood as how the mentioned freedom of consumer capitalism 
enables the search for “(…) products, services, employees and physical surroundings which 
can link them to others, to a tribe.” (Cova & Cova, 2002: 600). The Cova’s also adopt 
Ostergaard and Jantzen’s view on how the product then or as mentioned above, is the catalyst 
of the symbolism which then helps to construct the tribe universe (Cova & Cova, 2002: 601). 
The way of understanding tribal marketing from their perspective is therefore through what is 
formulated as micro-social – which can be understood as how an individual consumer is not 
perceived as an independent self, but as a member of a tribe. 
 
To illustrate, the Covas use the figure below to exemplify the role which tribe members can 
take. A Neo-Tribe member will mainly take the role of sympathizer – an in-flux member 
depending on the consumer capital, but also participant in terms of gatherings (Cova & Cova, 
2002: 606-607 Figure 3). 
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Consumer Behaviour 
In contrast, to understand how the individual consumer can otherwise be perceived, 
Ostergaard and Jantzen’s (used by the Covas in ‘Tribal Marketing’) express how consumer 
behaviour is only supposed to help understand consumption from the individual perspective 
(Cova & Cova, 2002: 600-601), but it is relevant in connection to the micro- social 
perspective in terms of also exploring the position of the individual.   
 
As mentioned, consumer behaviour provides a perspective on the individual process in 
consuming and it is defined by The American Marketing Association as: "The dynamic 
interaction of affect and cognition, behaviour and environmental events by which human 
beings conduct the exchange of aspects of their lives." (Peter and Olson, 1993: 8) In this 
definition, the idea that consumer behaviour is dynamic and the involvement of interaction 
and exchange are important factors. Consumer behaviour is considered as dynamic, as a 
society - and therefore, consumer groups are evolving and are in constant change, which co-
relates to the changeable situation of Neo-Tribes in general. 
 
This is important to consider when studying consumer behaviour and developing marketing 
strategies since a brand cannot expect for the same marketing strategy to keep working every 
time. A brand must understand what consumers think(cognitions), feel(affect) and 
do(behaviour). The interactions mentioned in the definition are the relations between 
cognition, affect and behaviour, and the objects and places (environmental events) that are 
influencing those factors. The creation of exchanges with consumers is the central role of 
marketing, and it is done by implementing marketing strategies (Peter & Olson, 1993: 9-10). 
The conceptual framework of consumer behaviour consists of the relationship between the 
three elements (Peter & Olson, 1993: 23). What consumers think, feel, and do is a 
psychological process, where consumers recognise their needs and find a way to fulfil them. 
Theoretically, the process starts out with the consumer collecting information, interprets it, 
then implements a plan for the purchase followed by a decision on whether or not to make the 
purchase. The process ends in post-purchase behaviour, which, as an example, can be 
disposing of the product (Kumra, 2007: 2). As mentioned the process is explained from a 
theoretical perspective and does not consider the complexity of people. 
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Affect and cognition 
Affect and cognition are internal psychological responses. Consumers are responding to the 
environmental events they find themselves in. Affective responses vary and can be both 
positive and negative. Furthermore, it differs how strong the emotions that consumers feel 
are. Affect is emotions towards a brand. 
Cognition covers the psychological processes at a place when consumers are responding to an 
environmental event. It includes the knowledge stored from previous experiences, and from 
this then evaluating and deciding on purchases. 
 
Behaviour 
Behaviour is the actions of consumers that can directly be observed, such as watching TV 
commercials, or going to a store and purchasing products. 
 
Environmental events 
This will be the complex of physical and social stimuli that can be found in consumer’s 
external world, which includes things, places, and other people. These three factors can 
influence and change the affect, cognition and behaviour of consumers. Marketers create 
physical and social stimuli with the purpose of influencing consumers.  
 
Marketing strategy within consumer behaviour framework 
Marketing strategy is part of the environmental events. It becomes so, since advertising, 
products, stores (places for exchange), salespeople, price tags (information), and so on are a 
part of the environment. These physical and emotional stimuli are placed in consumers 
environment in order to implement a marketing strategy. Marketing strategies can influence 
each one of the elements included the consumer behaviour framework - and vice versa at the 
same time. 
The combination of consumer behaviour and Neo-Tribalism in general gives a 
comprehensive understanding of both the process of the individual recipient and how to see 
the creating of meaning in a postmodern era, whereas mentioned in ‘The Time of the Tribes: 
The Decline of Individualism in Mass Society’ a patchwork is created on the basis of 
belonging to several Neo-Tribes (Maffesoli, 1996: 9) found within consumer capital. 
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Another important perspective, is how in ‘Consumer Tribes’ the authors emphasize that 
“Consumers (…)are not näive about living in their commercial-material world (…)” (Cova, 
Kozinets & Shankar, 2007: 8), since they agree with Gilles Lipovetsky’s opinion on how 
recipients are mobile and therefore the Neo-Tribes are in flux.  
Content marketing 
Content marketing has no general, global definition. It is acknowledged that the definition is 
open to interpretation depending on how you wish to use content marketing, and many 
content marketing specialists have stated different definitions. Even though these all have a 
common ground, they vary regarding the emphasise on important factors. Therefore, content 
marketing is a very broad concept. Red Bull not only uses content marketing but has been 
said to have taken content marketing to the extreme (O'Brien, 2012), and therefore it will be 
referred to as extreme content marketing when dealing with Red Bull. In this project, we can 
use elements from multiple definitions when investigating the process, strategies and 
intentions behind Red Bull’s way of marketing their brand, as Red Bull incorporates multiple 
factors in their marketing. We will, therefore, look into elements from the following four 
definitions. The first definition is stated by leading evangelist of content marketing and 
founder of Content Marketing Institute, Joe Pulizzi. The second definition is by Michael 
Brenner, CEO of Marketing Insider Group. The third definition is stated by marketing 
specialist Sam Decker, and the fourth definition by Robert Rose, Chief Strategy Officer of 
Content Marketing Institute; 
 
“Content Marketing is owning, as opposed to renting media. It’s a marketing process to 
attract and retain customers by consistently creating and curating content in order to change 
or enhance a consumer behavior.” (Pulizzi, 2012) 
 
“Content marketing is about delivering the content your audience is seeking in all the places 
they are searching for it. It is the effective combination of created, curated and syndicated 
content.” (Brenner, in Pulizzi, 2012) 
 
“Content marketing is creating or curating non-product content - be it informational, 
educational, entertaining, etc. - and publishing it to contact points with customers to get their 
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attention, to focus on the topic around your solution, and pull them closer to learning more 
about you" (Decker, in Miller, 2016) 
 
“Traditional marketing and advertising is telling the world you’re a rock star. Content 
Marketing is showing the world that you are one.” (Rose, in Pulizzi, 2012) 
  
Marketing has the ability to change or enhance consumer behaviour, due to marketing’s role 
in consumer behaviour theory. Pulizzi sheds light on this in his definition of content 
marketing, but he also focuses on the importance of owning, instead of renting media. This is 
what makes this definition of content marketing differ from marketing in general, as it 
includes the element of media; a platform for providing the content. The emphasis is not only 
on using media, but actually providing a media platform. Red Bull lives up to this via Red 
Bull Media House, a media company with multiple media platforms. The Red Bull Media 
House includes Red Bull TV, a Red Bull-owned brand that provides a digital platform, both 
online and in app-form, which distributes free content available for everyone. According to 
Lieb (2012: 2), a company can use content marketing as a tool to help obtain and maintain 
trusting loyal customers, for recipients to recognise the brand, and for the brand to be 
considered credible, authoritative and authentic. Owning media shows authority and 
credibility. We, therefore, consider Pulizzi's statement about this to be an important part of 
content marketing, and it also goes very well together with Brenner’s emphasis of visibility. 
The importance of visibility and delivering content everywhere your target group is searching 
for it is highly relevant as it considers the discovery aspect of recipients. The brand's visibility 
and the recipient’s discovery should be taken into account as search engines are the number 
one way recipients retrieve information and the second most used way of discovery is the 
online word of mouth (Odden, 2012: 4). Red Bull stays very visible by being active on 
several online platforms, and by exposing themselves in public space by hosting events. 
Brenner not only focuses on visibility but also on the content, which is, of course, a key 
element of content marketing. Here we look into Sam Decker’s definition of the term, as 
Decker emphasises on the use of non-product content. This is where content marketing really 
differs from traditional marketing itself, as in content marketing, the content does the 
advertising and not the company’s product. By doing so, Red Bull is instead branding 
themselves as a way of attracting recipients to buy their product. This plays an important role 
in our investigation of Red Bull’s use of content marketing, as their public events and online 
 
25  
Roskilde University 
International Study Programme in Humanities 
marketing is based on non-product content. It only takes one look at one of their pages on 
social media to see that they do non-product content marketing, as these Red Bull social 
media platforms are providing images and videos of athletes performing extreme sports, 
instead of mentioning their product. When providing non-product content, the marketing 
content must then be revolved around something else, which in the case of Red Bull deals 
with sports and adrenalin. Rose states that the content must be communicated to the 
consumers in a way where it is shown, and not just told with words. Here pull- and push 
marketing must be explained; push marketing is about feeding your audience with reasons to 
buy your product, whereas pull marketing is attracting recipients to make the purchase. 
Showing, not telling that your product is worth purchasing, demonstrates how content 
marketing is pull marketing, as opposed to push marketing. In "Content is Coming", Brian 
Due states that push marketing is disappearing and has instead been taken over by pull 
marketing. This is based on Harvard’s Business Review's statement that "Marketing is dead" 
(Due, 2012). Therefore, this element of our definition of content marketing is highly relevant, 
as content marketing acts out this pull approach by delivering appealing and interesting 
content to the target audience (Due, 2012), (Lieb, 2012: 1) Red Bull does this by posting 
videos and photos and using very few words. We, therefore, understand extreme content 
marketing as the brand’s ability to own media, be visible and keep providing content to - at 
least - the desired target group, and for the content to be syndicated and non-product. This 
should be done in a way that not only tells but shows the recipients that the brand is the best. 
We are aware that we have chosen to base our definition of content marketing on statements 
from specialists in the field, and scholarly sources will only be used for the basis of further 
explanation and investigation of the term. We have made this decision since the term that can 
be defined and used as an actual marketing strategy is fairly new. Therefore, not many 
scholarly sources are available when investigating the term, and those sources mostly deal 
with practising rather than defining content marketing in general. Even though the principles 
of content marketing are not new (Lieb, 2012), content marketing as a term is still 
developing, it is not possible to say exactly when the term came to be. However, the sources 
available that address content marketing as a marketing strategy all appear to be published in 
the 2010's. 
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Strategies of content marketing 
In the previous section, this paper investigated the definition of content marketing, but the 
focus will now continue into what is actually being done when planning a content marketing 
strategy in general. When choosing to do this kind of marketing a company must consider a 
few things. First of all, the overall goals of doing this particular strategy must be identified. 
This is essential to basically marketing strategy and is therefore of course also important to 
consider when doing content marketing (Odden, 2012: 55). This is described as objectives, 
and some of the most common are about obtaining and maintaining customer loyalty, 
creating a product need, and increasing brand awareness. When the goal of this marketing 
approach is set, the desired target audience must be analysed. What motivates the target 
audience to purchase a product? What are their characteristics? Questions like these must be 
answered, so that the content can be directly linked to the desired target group. Then it is time 
to make a content plan, where it is decided what kind of content should be provided, and how 
it relates to the target consumers’ needs and buying cycle. When the content plan is all set the 
next step is promoting, where the chosen content is promoted to spread awareness of the 
brand. Furthermore, engagement is necessary. Engaging in social networks and communities 
by listening, or participating by sharing content gives the company a great insight into doing 
content marketing in the future (Ionescu, 2015, in Baltes 2015) - hence Red Bull’s Facebook 
page. Finally, a company can measure the results of their content marketing, by analysing 
metrics for measurements, such as visits, page views subscriptions and followers on social 
media (Odden, 2012: 56). This is the evaluating step of content marketing, where the brand 
has an opportunity to see how well the chosen content was received by recipients. 
 
Social media in relation to content marketing 
Social media and content marketing goes hand in hand, since for social media to function and 
drive, content is necessary, and for content marketing to function properly, a platform is 
needed for delivering content to recipients (McPhillips, 2014). Today, social media is an ideal 
choice of platform. Not only does social media provide an opportunity for companies’ 
content, in general, to quickly reach an enormous amount of people, but the rise of the 
internet has considerably lowered the costs of delivering content via social media (Lieb, 
2012).  Furthermore, social media creates an opportunity for the brand to listen to their 
audience and get an understanding of what their target group cares about, as it provides a 
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platform for many-to-many communication. It is allowing everyone to interact and to 
distribute their own content, which stands in contrast to traditional media, such as 
newspapers, radio and television, where there is only a one-way communication (Zarrella, 
2010: 1). Based on this access to the opinions and interests of recipients, the brand will be 
able to create content that will seem appealing to their audience. 
Market segmentation & (Red Bull) Target Group  
Market segmentation is a keyword for a business that wants to market a product and is very 
relevant in the marketing of most products on the market today. Armstrong and Kotler put the 
basic idea behind this strategy as: “Markets consists of buyers, and buyers differ in one or 
more ways.” (Armstrong & Kotler. 2003: 236). This means that using market segmentation 
businesses try to define and identify a certain target group that their product would be ideal 
for. 
Speaking of segmentation, there are five topics that have to be investigated further: 
-       Levels of market segmentation 
-       Segmenting consumer markets 
-       Segmenting business markets 
-       Segmenting international markets 
-       Requirements for effective segmentation 
There are different levels of market segmentation depending on what part of the market 
businesses want to aim their product at and this is very much based on an assumption of 
resemblance reactions by different groups and layers of society. Below is an explanation of 
what Armstrong and Kotler see as levels of market segmentation.  
Mass Marketing is basically the idea of the market your product to the widest group of 
people, so as the name suggests, reaching the masses. Understanding mass marketing it is 
relevant to consider how companies first began market their products at a time with a limited 
amount of products in contrast to contemporary times. So this term is understood from a point 
of view that there is a market with not many opponent companies selling the same products. 
(Armstrong & Kotler. 2003: 236). 
Segment Marketing compared to mass marketing is where a company narrows down their 
segment. Here companies would market isolated but still broad segments, segments that unite 
around a common need or desire. This level of marketing gives better efficiency for 
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companies because you address specific needs at people that they can relate to more than the 
mass marketing.  
Niche Marketing in many markets today creates the norm. “There will be no market for 
products that everybody likes a little, only for products that somebody likes a lot.” 
(Armstrong & Kotler. 2003: 237). This quote really explains the basics of niche marketing 
but to put it into words it is the idea that you categorise to further target a subgroup within 
other segments.  
Micro marketing is about the individual customer and the tailored product that therefore 
becomes unique. Here the focus both lies on specific individuals and locations. 
This chapter is meant to give an idea of the different levels of market segmentation in order 
to, later analysis, better understand where Red Bull is located and to better understand 
identifiable similarities 
 
To explore Red Bull’s target group and in understanding this and what Red Bull emphasise 
on in order to reach their recipients or to, as the focus of this project, approach a Neo-Tribe, it 
is crucial to explain what their target group is. According to Armstrong & Kotler, for a 
company to target a certain group you have to look at different market segments and consider 
three factors, “(…) segment size and growth, segment structural attractiveness, and company 
objectives and resources.”. These three factors will determine what segment or target group 
will suit a certain company best. After evaluating these factors a company will have to choose 
how many and which segment they want to approach. “A target market consists of a set of 
buyers who share common needs or characteristics that the company decides to serve.” 
(Armstrong & Kotler, 2003: 255). Considering these elements in deciding what group of 
consumers a company, such as Red Bull, chooses to serve, it is vital to have a segment that 
can somehow relate or assemble around your product. Although you might say that Red Bull 
have many different target groups, they all assemble around a niche, therefore called niche 
marketing as explained in the Market segment section. Red Bull seems to assemble their 
recipients around multiple niches but still targeting the same segment, and with their many 
different branches that are everything from E-Gaming to Formula 1. As Rohan Ayyar 
explains it in his article Red Bull on Content Marketing published on the website Target 
Marketing; “(...) Red Bull’s been mainly targeting a segment of 18- to 34-year-old men based 
on their interests—being outdoors, taking risks and having fun.” (Ayyar, 2015). As it has 
shown to be difficult to find any official statement from Red Bull mentioning a specific target 
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group we have searched articles in trying to find this and the target group that Ayyar indicates 
is what most people and perspectives agree on. What Ayyar perceives as their target group 
can be seen as a part of Red Bull’s approach in working with a number of different niches 
that does not necessarily have anything to do with each other but under the name of Red Bull 
they do. With Red Bull working with so many different sports, hobbies and industries it is 
difficult to put them all in one target group and therefore with the mentioning of Ayyar’s 
statement should be seen as an attempt to clarify this. 
In perceiving this approach to their target group at quote will be emphasized here to show 
where Red Bull is located, Nancy F. Koehn, professor of business administration at Harvard 
Business School and author of Brand New: How Entrepreneurs Earned Consumers' Trust 
from Wedgwood to Dell, claims that; “In terms of attracting new customers and enhancing 
consumer loyalty, Red Bull has a more effective branding campaign than Coke or Pepsi,(…) 
(Harvard Business School Press, 2001)” (Rodgers, 2001). From this we could very well draw 
the conclusion that Red Bull are very good at reaching their segment and as further analyses 
will show, good at satisfying their target group.  
Interview theory 
We have collected data by conducting both group and elite interviews. These interviews have 
been approached in a somewhat similar way, but they do still differ in some areas. The aim of 
this text is to explain the theoretical approach behind the conduction of an elite interview 
with Fabian Holt – a lecturer at Roskilde University within the fields of communication, 
journalism and media and performance design, where the elite interview concerns his chapter 
on “The Evolution of Corporate Sponsorship in Sensitive Cultural Spheres in the Early 21st 
Century” about sponsorships within the Red Bull Music Academy which are published in 
“Prekäre Genres” by Hanno Berger, Frédéric Döhl and Thomas Morsch from 2015. 
Furthermore, the aim of this text is to account for the theory used for conducting group 
interviews with regular consumers on the subject of Red Bull as a brand and product, and its 
relation to the theory of Neo-Tribalism. This text will provide an explanation of the purpose 
of the interviews, why the interviews are important, and how we understand the data 
collected in the interviews. 
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The purpose and relevance of the elite interview 
The goal behind the elite individual interview with Fabian Holt is to obtain further knowledge 
about Red Bull’s commercial developments in culture markets from the perspective of Neo-
Tribalism, especially within the extreme sport with Fabian as an external source outside the 
Red Bull corporation also seen from a perspective of Mediatization. 
The elite interview is relevant since it provides an independent source both from Red Bull 
and our own research, which can further help to explore the relation between Red Bull and 
their recipients, with a special focus on the two theories; Neo-Tribalism and Mediatization. 
 
The purpose and relevance of the group interviews 
We want to investigate how recipients make sense of Red Bull’s marketing strategies, by 
examining to what extent the Red Bull company is using the social media platform to create a 
Neo-Tribe around their brand and how the company is perceived at the recipient’s end. We 
will link the data collected in the interviews to the relation there is between Red Bull’s 
constructed universe and the theory of Neo-Tribalism. We want to investigate this since Red 
Bull’s marketing, within consumer behaviour theory, is part of environmental events, there is 
an interaction going on between their brand marketing and the affect, cognition, and 
behaviour of recipient’s. In other words, Red Bull’s use of content marketing is affected by 
how recipient’s think, feel, and what they do, and vice versa as well. Furthermore, we have 
an interest in learning and understanding the strategies companies use to build up a strong 
brand and what tools they use to keep their brand identity positive. On the other hand, we 
want to find out if the recipients realise their relationship to the brand and how they perceived 
their marketing efforts. It must be noted that the Neo-Tribe in question here does not revolve 
around Red Bull’s actual product, but instead, it concerns the extreme and energised universe 
created by Red Bull and the coolness factor that follows. The purpose of these interviews is 
relevant to construct a holistic view of the connection between brand, product, recipient and 
Neo-Tribe. 
 
Elite interviewing 
The approach taken throughout the interview has been to place the interview subject Fabian 
Holt in an expert position, due to his work with the Red Bull Music Academy (RBMA) and 
cultural sponsorships – which draws parallels to Red Bull’s work with extreme sports and 
 
31  
Roskilde University 
International Study Programme in Humanities 
therefore we decided to place him in the position of an elite, but as an independent elite not 
directly representing the Red Bull corporation interests. 
Fabian Holt investigated the corporate sponsorships by Red Bull Music Academy, RBMA, 
and through that been working closely with Red Bull conducting interviews with, amongst 
others, one of the two global managers of Red Bull Music Academy. Furthermore, Fabian 
Holt has been in contact with many Red Bull affiliates; “(…) a few artists that have been part 
of the academy (…) teachers at the academy, (…) a few journalists who have worked for 
them also.” (Appendix 3: 9).  
This independent elite position might help to prevent what Kvale and Brinkmann describe as 
how elites might “(…) promote the viewpoints they want to communicate by means of the 
interview(…)” (Brinkmann & Kvale, 2015: 172) due to Holt only representing Red Bull from 
an academic research perspective. Due to Holt’s position, the interview role is then not 
understood as a leader or expert in a community (Brinkmann & Kvale, 2015: 171), but as an 
expert with a more unbiased relation to the concerned community, but with his own 
experience in focus. Despite the different independent elite position of Fabian Holt, the 
interviewer should still possess extensive knowledge and background knowledge about the 
topic of the interview and the elite (Brinkmann & Kvale, 2015: 171). This makes Fabian Holt 
a unique entry to Red Bull for us, as we have not been able to get an interview established 
with Red Bull’s Copenhagen office.  
 
Group interviewing 
We have chosen to do three interviews of recipients, each interview consisting of two 
participants. The interviews are therefore conducted in small groups. Even though two people 
were being interviewed together in each interview, the interviews conducted will be treated as 
individual interviews of six participants, since all participants were each asked to answer the 
same questions and they did so individually. The aim of the interviews was not to start a 
conversation without a preliminary set direction but to collect data in the form of answers to 
certain questions and uncover knowledge. However, after conducting the interviews, we are 
aware that some conversation between two participants did occur, as often seen in focus 
groups. Despite this not being the plan, this element does contribute positively to the data 
collected in the interviews, as it has provided us with more answers than expected and more 
thoughts and opinions from the consumers than we would otherwise not have gained. We 
have approached the interviews with an interviewer asking specific questions. Some of the 
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questions are somewhat open for interpretation and opens up for the possibility of a larger 
conversation, and the answers given are more important than the interaction between the 
interview participants. 
We have chosen to do interview participants individually, as this method can bring us closest 
to the recipient within Red Bull’s target group. By doing so, we can get first-hand 
information on individual experiences that are relevant when investigating a specific area of 
interest (Halkier, 2016)1. We experienced this when interviewing individuals who had 
attended Red Bull events, and one interview participant who works with editing Red Bull 
videos and thereby is in close contact with Red Bull’s extreme content marketing. 
 
Interviewing as both the miner and traveller  
The background for conducting the interviews both group and elite, seen from an 
epistemological point of view, the obtained knowledge is seen from firstly the miner 
perspective. This concerns the epistemological conception that in general interviewing is a 
process which involves the idea that collection of knowledge is fundamental. This collection 
process should be understood as how the knowledge already exists and the interviewer aims 
to achieve, discover and gather this knowledge through the interview participant during the 
conduction of the interview (Brinkmann & Kvale, 2015: 57). The elite position of Fabian 
Holt can then represent how he possess the knowledge, but due to the demand for the 
interviewer to be knowledgeable about the topic et cetera, the traveller approach becomes 
relevant. The same is seen in the group interviews. The knowledge constructed is constructed 
in cooperation with the interview participants, as they themselves realise and learn things 
they had not expected to. The traveller metaphor concerns how knowledge is created in the 
conversation during the interview, where the focus is in constructing knowledge and 
interpreting the narratives (Brinkmann & Kvale, 2015: 58). This is especially relevant for the 
elite interview, due to the focus on the narrative perspective of Fabian Holt and the 
interpretive position of the interviewer being knowledgeable because of the interview being 
conducted as an elite interview.  
  
 
                                                
1 This reference refers to a lecture given by Bente Halkier, on the 9th of March 2016, at Roskilde University. We 
rely on our own notes taken during this lecture we refer to the knowledge given on slide 10, in PowerPoint 
presentation 1 out of 2.  
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Knowledge as produced and contextual 
As mentioned, the knowledge gained from the interviews represent being both collected and 
constructed, but the knowledge is also understood mainly as produced. To further explain the 
epistemological perspective on knowledge; the interaction between the interview participant 
and interviewer provides space for the creation of knowledge via questions and answers, 
which then enables the outcome to be affected and constructed by both parts during the 
interview; in other words, knowledge is seen as a social construction between the interviewer 
and interviewee in general, with the interview functioning as the arena (Brinkmann & Kvale, 
2015: 22, 63, 106). The process following the interview “(…) transcription, analysis, and 
reporting of the original interviews, with the reported knowledge tinged by the procedures 
and techiniques applied on the way.” (Brinkmann & Kvale, 2015: 63) further enables the 
production of knowledge by applying new layers in grasping the topic. 
Another important aspect in understanding the knowledge production; is how knowledge at 
the same time is contextual – how meanings and knowledge of the interview relate to the 
context and situation in which it was conducted. This, therefore, creates demands for 
considering the contextual aspect since the produced knowledge “(…) may not be 
quantifiable and commensurable across contexts and modalities.” (Brinkmann & Kvale, 
2015: 64). 
Theory behind transcribing 
To transcribe is to make a change from one position to another; to undergo a transformation. 
When transcribing an interview, we take the interaction in the interview conversation 
between two (or multiple) people, who are both present in the situation, and put in into 
written words that thereby become a fixed and slightly distant version of the conversation. 
The process of transcribing then becomes a process involving many choices, as a transcript 
is, from a linguistic perspective, seen as oral language being translated into written language 
and thereby shifting from the oral discourse narrative to a written discourse narrative. The 
elements in this process are important to be aware of since the oral and the written language 
contain different rules and cultures (Brinkmann & Kvale, 2015: 203-204). A transcribed 
interview is then a construction of a text and not just a written replica of an audio file. 
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Theory behind online content  
For the analysis of online content found on Red Bull’s Facebook page, we have constructed 
the theoretical framework used by combining elements from discourse analysis and 
Marketing 3.0. We have done so to create a theoretical approach that suits our purpose for 
the analysis of Red Bull’s online content the best way possible, since the analysis includes 
both a linguistic and textual analysis, with an emphasis on the signs in the content and 
comments, and also the use and importance of the functions of social media. A discourse is 
formed when utterances, in our case comments, are linked as a coherent monologue or 
dialogue, which thereby sheds light on certain values and meanings (Baker & Hengeveld, 
2012: 83-84). According to Poul Bitsch Olsen and Kaare Pedersen, “Discourse analysis 
focuses on the linguistic communication and construction of a text as a form of social 
expression.” (Olsen & Pedersen, 2008: 232), and it is this social expression mentioned here 
that we are especially interested in. In Marketing 3.0, the recipients gain more control in 
consumer markets, as markets are no longer physical since online technology enables users 
of the world wide web to create the image of what is actually provided on the market. 
The relation between different theories used is then created by using the discursive element 
when searching for signs and indicators, and elements from marketing 3.0 when analysing 
the possibilities of interaction and also the construction of the online image that social media 
provides.  
METHODOLOGY   
When clarifying the methodological approach during the research and data collection process 
used in obtaining an understanding of the extent of the topic, the aim was mainly explorative. 
To further elaborate, this explorative aim contributed in revealing the complexity of the 
problem area and to development the specific direction of the project in terms of specifying 
the extent of the topic concerned in the project, which sources concepts, methods and 
theoretical perspectives could contribute in a relevant way (Olsen & Pedersen, 2008: 186). 
This approach was therefore also mainly inductive, due to the wish to construct a fundament 
of knowledge before selecting the main theories applied. Following the mainly inductive 
approach where the direction of the project was shaped, a more abductive approach came 
into play. This was due to the blend of theory plus fieldwork and how the two intervened in 
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exploring the topic - this will be elaborated further in sections below. In addition, qualitative 
methods have been applied, again this will be described in a section later in the project.  
Interview methodology 
The aim of this text is to explain the methodological approach behind the elite interview with 
Fabian Holt and the group interviews with recipients of Red Bull’s marketing. The text will 
contain an explanation on how we have conducted these different interviews and the reasons 
behind the choices we have made in the process. 
 
Qualitative data 
The interviews conducted are all qualitative, as opposed to quantitative interviews. Individual 
interviews produce concentrated data (Halkier, 2016) and since the group interviews are 
being treated as individual interviews, all interviews conducted produced concentrated 
qualitative data. In terms of methodology, the research elite interview has been within the 
qualitative method (qualitative elite research interview) due to only conducting one elite 
interview, but where the knowledge as a result of the elite interview at subject-level (Fabian 
Holt) continues into the creation of concentrated data. In other words; the elite interview 
participant Fabian Holt is understood as an active participant in creating meaning due to his 
experiences (Brinkmann & Kvale, 2015: 3). With the group interviews we are doing 
qualitative interviews as opposed to quantitative interviews, since we are looking for a 
qualitative insight into a recipient’s mind, and the ability to go into depth with this. As 
opposed to doing a survey, these qualitative interviews give us the opportunity to ask follow-
up questions and dig deeper into specific questions during the interview. 
 
Induction and abduction 
The approach chosen is mainly induction due to the explorative data collection, without the 
main hypothesis in the beginning of the process in building up an understanding of the 
problem area. The fact that the two theories; Neo-Tribalism and Mediatization, were chosen 
to be relevant in and during the data collection process creates tendencies to the abductive 
approach since the two helped frame both the interview questions and the direction of the 
interviews in terms of what should be the focus. With the elite interview of Fabian Holt, we 
started with a mostly inductive interviewing approach, but since we are afterwards, during 
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our research investigation, able to complexify the knowledge gained in the interview, we then 
included an abductive element. 
The group interviews are conducted in a combined inductive and abductive approach. By 
approaching these interviews in an inductive manner, we are forming a universal and 
generalised statement based on different, multiple, individual expressed statements (Blaikie, 
2007: 57-58). By doing so, we are building up an argument with premises, provided by the 
interview participants, leading to a generalised conclusion. We are therefore connecting 
empirical data to theory, going from premises in the data collected to a conclusion that relates 
to the theory chosen, instead of the other way around, as we do not start out with a hypothesis 
that is to be tested. By also approaching these interviews as abductive, we are investigating 
the recipients’ behaviour, directed by motives, intentions, and interpretations, used in their 
everyday life. This is something that the inductive approach does not take into consideration, 
and abduction uses this to construct theory (Blaikie, 2007: 89-90). Furthermore, we are using 
the data collected in the interviews to do an even further investigation of our problem area in 
general. We, therefore, start out with a linear logic going from empirical data to theory, 
which thereafter turns to a spiral process. 
 
Structure  
The interviews are fully structured, as we have prepared specific questions that we want 
answers to, and since we are from the beginning aware of what we want to gain in the end. In 
a structured interview, the interview questions are preliminarily determined, and the 
questions remain the same when conducting more than one interview, as it is to be considered 
as a schedule for the interview (Gilbert, 1993: 139). We have prepared questions that have 
been answered from the interview participant’s perspective based on his/her position. This 
structure is useful in terms of ensuring the different themes to be covered. Despite the fact 
that, similar to the semi-structured approach, there is also an understanding of how changes 
might be relevant according to the answers during the interview, but in this case with the 
sequence of themes in mind (Brinkmann & Kvale, 2015: 150). A fully structured interview is 
especially essential when conducting the elite interview, as it is expected for the interviewer 
to be knowledgeable on the subject. This is due to the fact that a well-prepared interviewer 
can become more appealing for the elite Fabian Holt to engage in conversation with since the 
elite might be experienced in giving his opinions (Brinkmann & Kvale, 2015: 171).  
Furthermore, in this case, the elite interview participant’s work is centred around a similar 
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topic, but the aim was to focus on relating it to the extreme sport and the two theories. 
Therefore, it is very important to have a prepared plan on what areas need to be covered in 
the elite interview, and in what context too. 
 
Themes and questions in the elite interview 
The sequence of themes in the elite interview are as follows: 
  
-          Culture sponsorships (sponsoring core participants as the medium to promote 
themselves and to represent their brand-culture) – with a special focus on extreme 
sport. 
-          Red Bull functioning as a new agent in the cultural canon formations. 
-          The wish to independently from obligations from the public institution shape this 
brand’s culture and image – in relation to Mediatization. 
-          Details on Red Bull projection of a coolness image and how it might differentiate 
from branch to branch. 
-          Intentions from Red Bull to create a Neo-Tribe around their coolness image – in 
relation to Neo-Tribalism. 
-          Authenticity in terms of sponsoring existing communities and mediums. 
-          In house media production, self-censorship and own platforms being the catalyst of 
own (Red Bulls) influence on shaping their own culture. 
  
Due to the focus on the two theories, the elite interview could be understood as to have the 
same purpose as a hypothesis-testing interview also especially in relation to how the 
approach could tend to be abductive after the two theories were applied. Also because of the 
structure being designed to focus on Fabian Holt’s work “The Evolution of Corporate 
Sponsorship in Sensitive Cultural Spheres in the Early 21st Century” in relation to Red Bull’s 
involvement in extreme sport and not just RBMA in connection to the two chosen theories. 
But the elite interview mainly functions as a combination of explorative and hypothesis-
testing. This is because of the awareness of how change happens according to the answers 
given and the aim for new information (Brinkmann & Kvale, 2015: 132-133) 
  
The questions in the elite interview are mainly within the thematic dimension, due to the aim 
of producing knowledge (Brinkmann & Kvale, 2015: 156). Since as mentioned above, the 
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elite interview in general and the themes plus questions are fully structured, but with 
inspiration from semi-structured in terms of minor change, which ensures a focus on Fabian 
Holts understanding of the topic, which then enables a more direct analysis of the answers in 
terms of relevance in connection to extreme sport and the two theories. The questions used in 
the elite interview are attached as appendix 1.  
  
Themes and questions in the group interviews 
The themes covered in the group interviews are as follows: 
 
-       Activities the participants consider their hobbies, with a special interest in sports. The 
purpose is to get to know more about the profile of the participant. 
-       Immediate associations concerning the topic brands and sport. 
-       Immediate associations concerning the topic Red Bull, and how the participants make 
sense of Red Bull as a brand. 
-       Red Bull’s marketing efforts and the participants’ experiences of such 
 
The questions for the group interviews are attached as appendix 2. To link together Red 
Bull’s target group and general consumers’ views on Neo-Tribalism in relation to Red Bull, 
we have asked questions that can provide answers from the participants that may be 
interpreted as coming from a Neo-Tribe perspective. As the interviews are structured, we 
have prior to the interview formed 10 questions that concern areas of the subject that we 
would like to cover. Furthermore, we have prepared additional follow-up questions that may 
or may not be asked, depending on the answers given to the primary questions. We have 
allowed for the interview questions to change a bit when conducting the interviews. We have 
chosen to ask the questions in the following order shown in the appendix, as we are then 
starting out by constructing a profile of the interviewees before diving into most important 
part of the interviews. We, therefore, know who, and what kind of recipient we are dealing 
with when we are investigating how they experience and perceive the subject area. The 
numbered questions are the central, most important questions, and the questions written in 
italic are possible follow-up questions. 
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Method behind transcribing 
When conducting the interviews and transcribing them afterwards, we have aimed for doing 
this as simple as possible, and thereby just focusing on the important elements in terms of 
our purpose with the interviews. The interviews have been recorded as audio files and the 
method behind transcribing is therefore done by listening and constructing text from this. No 
visual activities are noted as the interviews have not been videotaped. With audio files, we 
have been able to approach the transcribing process with a more concentrated focus on the 
interview topic in focus in the conversation (Brinkmann & Kvale: 204-205). However, we 
are aware that when doing so, we are leaving out non-verbal signs, such as facial expressions 
and bodily gestures that are lost in the translation process. 
 
As mentioned in the theory behind transcribing section, the process of transcribing contains 
choices to be made. These choices determine how the finished transcript should be 
understood, and this is important to note when interpreting on the interview (Brinkmann & 
Kvale, 2015: 207). Several times both the interviewers and the participants are interrupted in 
a sentence, and this is indicated in the transcripts by writing “[…]” at the end of the line 
where the sentence becomes interrupted, and the same indication is then written at the 
beginning of the line where the sentence is resumed. Laughs, pauses, and silences are 
indicated with “(laugh)”, “(pause)”, and “(silence)”. When words are missing or the wrong 
word is used, and when this in the given context is visible, the correct or missing word is 
written in brackets, e.g.: “[product]”. The lines in the transcripts have all been numbered, so 
specific parts of the transcripts are easily referred to in the analysis. 
Methods behind the online content analysis 
Over a time span of 25 days, we examined the Red Bull Facebook page to provide an 
example of the company’s online activities, where we gained enough data through daily 
investigation to detect patterns in their interaction with the Facebook community. We looked 
for indicators within the reactions of the followers in terms of the number of views, likes, 
reactions, shares and comments. This is part of the strategies of content marketing, where the 
company measures metrics in terms of response. By analysing one video in detail we were 
able to understand the structure of Red Bull’s content through detecting conventions and how 
they use those further. The video we picked out, we considered as being very representative 
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of the typical visual aspects of their content and we put more focus on this. The results we 
further used to present how Red Bull is also breaking these typical patterns of visual aspects 
and thereby creating still very successful posts. The video comments by Facebook followers 
provided us with indicators and with that we were able to find links that create a certain 
discourse.   
ANALYSIS 
Red Bull’s online content analysis 
By investigating Red Bull’s activity on their Facebook page we aimed to explore to what 
extend our Neo-Tribalism and Marketing 3.0 theory applies to their interaction with their 
followers and also how their content marketing functions on Social Media. Within a time 
span of 25 days (from the 18th April until the 12th May) we followed Red Bull on their 
Facebook page and further on we will analyse their posts in general and how the Facebook 
followers react to them as well as going into detail by analysing one of their videos. 
Red Bull’s Facebook page has 45,428,772 followers (As of the 15th of May 2016). In our 
investigated timespan of 25 days, Red Bull posted 73 posts, with one post in Portuguese and 
15 in the Danish language, the rest were written in English. Due to our position in Denmark 
Facebook’s algorithms shows only posts that are directed to the Danish Facebook 
community, thereby the content of Red Bull’s Facebook pages depends on the location of a 
user and therefore we excluded Danish posts and further analysed only English postings as 
they are international and independent from any location. Except from one posting about the 
Roskilde Festival in Denmark and an information of Red Bull’s sponsorship of it, all posts 
were video clips with an average length of 1 min 9 seconds. All the clips contained different 
kinds of extreme sports and the largest number of posts were about BMX riders in diverse 
environments (13 videos in total). Videos of surfing and motorsports came up five times 
each. The different extreme sports that appeared more than one time were about Paragliding, 
Wing-suiting, Climbing, Airplane stunts, Snow Mobile riding, Skateboarding, Slacklining, 
Kayaking, Wakeboarding, Sailing, Go Kart racing, Running and Cliff Diving. Once each 
time Red Bull posted a clip of Helicopter stunts, Longboarding, Snowboarding, Ice-skating, 
Formula 1, a Soap Box Race, Free running, Sliding, a man performing football tricks, 
 
41  
Roskilde University 
International Study Programme in Humanities 
Parkour and Car racing. Furthermore, Red Bull promoted their sponsorships of the Roskilde 
Festival and Distortion Festival in Denmark.   
Due to the fact that the 73 posts had an average of 1,188,193 views, we further analysed only 
postings which had more than a million views as we considered them as being the most 
successful. 35% percent of the posts over our chosen timespan had over a million views, so 
we investigated those 25 posts further to find out patterns, which might have led to their 
success. 
For a further understanding of the functions of Facebook, we want to refer to Appendix 11. 
First of all, the average number of views increased to 2,284,000. The 25 posts which we 
investigated further had an average of 6558 shares. The average number of reactions to a post 
was 32,440 and the average video length decreased to 0.86 minutes. In general, the athletes 
are male, except from one clip about a female athlete performing a climbing stunt, which 
differs from the other posts in that sense that it was shot in one take and indoors. In some of 
the videos, it is not possible to detect the gender as the identity of the athletes is hidden 
behind their protection gear. Most of the 25 successful posts were posted either in the 
morning or in the afternoon measured in Danish time zone (CET UTC+1h), therefore, we will 
refer always back onto the times the posts have in the Danish time zone. Only two posts were 
sent out by Red Bull later than 8pm, which might also be related to Facebook algorithms that 
has measured the times of the most activities of Facebook users. Furthermore, the titles of the 
posts are usually One-liner, some formulated as questions or as an open statement.   
 
Red Bull’s interaction with their Facebook followers 
Within the time-span of our analysis of Red Bull’s Facebook page, we picked out 13 posts, 
which give a clear insight into the actual interaction of Red Bull and their Facebook followers 
through the comment section under each of their posts. The most comprehensive data we 
gained from the 25 posts with more than a million views, but we also included other posts 
with fewer views, where the comments of followers gave us a clearer insight into the 
perception of the company from the recipient’s end. We will also investigate their extreme 
content marketing and whether our theories of Neo-Tribalism and Kotler’s approach of 
Marketing 3.0 will be confirmed or not. 
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In most of the comments Red Bull posted themselves another link to a longer version of the 
clip they have uploaded on Facebook, which redirects to their official Red Bull webpage and 
is thereby a way of advertising themselves and a strategy to inform the Facebook followers 
even more about their brand and enable them to buy their products (See Red Bull post 1, from 
April 18 at 4:03pm and comment by Red Bull at 3:44pm). Onto several comments by 
followers, Red Bull reacts by uploading animated GIFs. GIF stands for Graphics Interchange 
Format (Techterms.com, 2016) and is an image file format. In an animated GIF there are 
several images put together, which are played back in a sequence when one is clicking on it 
in their web browser. (Techterms.com, 2016) The resulting clip or short-film is silent and 
most commonly of funny content. Which helps Red Bull to build up a meaningful 
relationship with their Facebook followers, but is at the same time a very visual form of 
communication. (See Red Bull posts 1 and 2, Red Bull comment from April 18 at 4:25pm 
and from April 20 at 11:44pm) In the post from the 20th April, there is also an example of a 
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Facebook follower linking one Facebook friend into the comment section to urge them to 
watch Red Bull’s video and to embolden the friend to do the sport portrayed in it. Red Bull’s 
reaction to that is again an animated GIF, which has an encouraging message towards the 
comment of that follower to do what he suggested. (See Red Bull post 2, Red Bull comment 
from April 20 at 11:44pm) This shows, that Red Bull tries to send out a positive image about 
sports and also want to present themselves as being a motivator for people to do sports. It also 
gives an insight into the will of the Facebook followers to share the positive experience they 
have with Red Bull with their own community. 
     One of the most shared videos (27,159 shares) of the 25 posts we investigated further, is 
showing a BMX cyclist riding through the woods. Two followers made critical comments 
about the destruction of the environment by this kind of sport. (See Red Bull post 3, 
Comment by Ivan Lavinski from April 24 at 3:32pm and Michael Jukiewicz from April 23 at 
12:50pm) Ivan’s comment was followed by several disclaiming comments by other 
followers. One even stated that Ivan “[should] (…) get back to [his] video games(…)” (See 
Red Bull post 3, Comment by Dustin Wardinsky from April 24 at 8:36pm), which gives a 
hint on the common perception of Red Bull Facebook followers as being video gamers or at 
least non-athletic. They are perceived as not being part of the actual Red Bull extreme sports 
universe and thereby are less informed about the environment or sports portrayed in the 
videos. 
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Logan Kelly’s comment from the 27th of April at 2:57am gives an insight into the overall 
perception of Red Bull, as being the company that finds and also encourages “the craziest 
most badass people out there” (See Red Bull post 4 from the April 27 at 2:48am, comment 
section) to create video clips for them. As previously stated, that the typical Red Bull 
Facebook follower is not seen as being athletic in any way, it creates a great and respectfully 
fascination towards the athletes Red Bull portrays in the videos due to their risky stunts 
and/or the unconventional environment they are doing their sport in, which might explain 
their success. 
The comment by Allyson Tracie from the 29th of April at 6:55pm shows hereby her general 
usage of Red Bull products and how she puts that into relation to Red Bulls postings. With an 
ironic undertone she assumes, that by drinking the Red Bull product it will enable her to do 
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the climbing stunt in the video, but since she is usually combining the Red Bull energy drink 
with alcohol she furthermore assumes that she thinks this might not end well. (See Red Bull 
post 5, Comment by Allyson Tracie from April 29 at 6:55pm) Further down in the comment 
section Michael Braun comments an ironic hint to the athlete in the video, that he could have 
passed the bridge easily on the top. (See Red Bull post 5, Comment by Michael Braun form 
April 29 at 2:20pm) Brandon Gibson answers then, that this would not be of anyone’s interest 
since it also would not “take talent”. (See Red Bull post 5, Comment by Brandon Gibson 
from April 29 at 6:32pm) This also explains further the fascination and success of Red Bull’s 
Facebook presences as their athletes are able to turn everyday-life objects, like the bridge in 
the video, into something they can explore by doing their sport, which then turns it into an 
extreme sport as the environments are not prepared for any sporty activity like they make use 
of. The first comment on the post from the 1st of May furthermore expresses a common 
expectation of the videos uploaded by Red Bull as only showing successful athletes and 
stunts. The video posted shows a compilation of failed wakeboarding stunts and thereby the 
post is not fulfilling the expectations of the Facebook followers and leads to some confusion 
and disappointment. (See Red Bull post 6, Comment by Jason Auxt from May 1 at 2:00am) 
Nacer Atbi even claims that he likes to drink the Red Bull Energy Drink, but that this video is 
not doing a good job in advertising it. (See Red Bull post 6, Comment by Nacer Atbi from 
May 1 at 1:09am) The following discussion is about failures and that they are part of any 
sport and Maxi Camino even makes an assumption that Nacer Atbi might also be someone, 
who is not doing sports in general and thereby not able to make a judgment. (See Red Bull 
post 6, Comment by Maxi Camino from May 1 at 11:08) In the end of the discussion Steve 
Hayes notes, that it turns out to be a good advertisement by Red Bull. Since the idea of 
breaking their own rules of only showing perfectly landed stunts and the best athletes of the 
world, by uploading a video of failures leads to a surprised reaction by their Facebook 
community and thereby to the discussion. (See Red Bull post 6, Comment by Steve Haves 
from May 2 at 12:46pm) This shows, that the success of Red Bull on their Facebook page is 
mainly led by their creation of a unique style of presenting the sports they are sponsoring and 
the resulting expectation towards their videos by their followers. Further on they can make 
use of the expectation their followers have in that sense, that they have the ability to elicit 
reactions to changes in their style and thereby see directly if a new strategy would work or 
not, which shows that they are very aware of the necessity of their product Neo-Tribe.  
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4 days after they posted their first compilation video of failures, Red Bull uploaded another 
one, but which content shows a soapbox race, which major entertainment is created constant 
crashes and failure as it is a race between people driving their self-built vehicles (See Red 
Bull post 7 from May 5 at 8:17am). This post got a lot more views and more positive 
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reactions in the form of people linking their Facebook friends into the comment section about 
participating themselves. (See Red Bull post 7 from May 5, comment section). But Ludwig 
Garnica notes “So wacky races is officially a thing now? And it’s sponsored by Red 
Bull…Great” (See Red Bull post 7, Comment by Ludwig Garnica from May 5 at 10:10am). 
His comment can be seen as coming from a follower that also has other expectation on Red 
Bull in terms of the sport they are sponsoring. By using the word “wacky” he is degrading 
Red Bulls usual and more serious involvement in sports, so overall it seems as he dislikes this 
sponsorship. In general, we get by this comment another evidence for the expectation the Red 
Bull Facebook followers have towards the content of Red Bull’s Facebook page, but that 
breaking these expectations is not decreasing their success. 
  
Later the same day they uploaded a video of a Freerunner performing his sport on an ancient, 
uninhabited island in Greece. The athlete himself explains in the comment section, that he 
tried to perform his stunt in the most respectful and careful way towards the ancient 
buildings. (See Red Bull post 8, Comment by Dimitris Dk’ Kyrsanidis from May 5 at 
3:15pm) Red Bull themselves comments on that by “You the man DK” (See Red Bull post 8, 
Comment by Red Bull from May 5 at 6:07pm). This shows, that Red Bull tries to show that 
they sponsor athletes, who act conscious about the environment they are performing in and 
that they also support them by defining their intention. But Rigden Glaab, introducing 
himself as an archaeologist, mentions that it could lead to a bandwagon effect as people get 
inspired by Red Bull to perform stunts like that themselves. Therefore, he claims that they 
should stop supporting any sport like that. (See Red Bull post 8, Comment by Rigden Glaab 
from May 5 at 4:56pm). Fran Cina shares the same opinion and says “(…) Next stop the 
cemetery. So wrong Red Bull” (See Red Bull post 8, Comment by Fran Cina from May 5 at 
9:05pm). It is also obvious that Rigden Glaab is not part of Red Bull’s target group as he is an 
archaeologist, thereby probably older than the average follower and not involved in any 
relation to their sports universe. 
     On May, the 10th Red Bull uploaded a video of an athlete doing a BMX bike stunt where he 
rides his bike downhill on the front wheel. Their caption to this video is “Do not try this at 
home”. (See Red Bull post 9 from May 10 at 8:11am) Teresa Gunnoe comments, that 
drinking Red Bull would not bring her to act stupid and do a dangerous stunt as the one in the 
clip, “they ain’t that good”. (See Red Bull post 9, Comment by Teresa Gunnoe from May 10 
at 8:17am) Mark Banks answers that Red Bull’s message was “obviously (…) not directed at 
 
48  
Roskilde University 
International Study Programme in Humanities 
[her]” as he further explains there is a distinction between Red Bull’s sport and their drink 
and that people who are able to do the trick would not need a Red Bull do it, otherwise 
everyone could just drink any energy drink and would become pro athletes. (See Red Bull 
post 9, Comment by Mark Banks from May 10 at 11:36am). Here we have the evidence for 
the difference between the Facebook followers and the actual Red Bull participants aka 
athletes. Some of the Facebook followers identify themselves very much over the product of 
Red Bull, which is creating the grounds for the product Neo-Tribe, whereas the athletes 
create the positive image around it with their participation in entertaining and unique videos 
about their sports. 
 
 
On the 11th of May, Red Bull posted a video with the caption “Everyone’s childhood dream” 
which was not a successful posting at all, with only 343,000 views, 13,000 likes and only 456 
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shares. (See Red Bull 10 post from May 11 at 2:24pm) The first comments by Conrad Juliao, 
Trevor Drudge and Thomas Wright give a possible explanation for the lack of reaction to the 
post, as all of them state, that it was never their or anyone’s childhood dream to jump out of a 
helicopter. (See Facebook post 10, comments section) By this, we see that Red Bull’s success 
is also based on their ability to find out the most appealing captions as well as knowing their 
audience’s thoughts, needs and desires. The present post lacks, as seen by the missing 
reactions, all of it and is thereby not measured successful in our terms. 
     Another post of the same day turned out to be a greater success but it also leads to a huge 
discussion about the way it was edited. (See Red Bull post 11 from May 11 at 4:13pm) 
Trevor Stephanson-Fitzgerald states, that he would have liked to see more completed stunts 
by the helicopter but the editing of the video lacks a shot of a completed trick. (See Red Bull 
post 11, Comment by Trevor Stephanson-Fitzgerald from May 11 at 4:15pm). A lot of other 
followers agree with him, but Dan Darling and Tim Tetley judge the others by their lack of 
having a long attention span as most of the Red Bull Facebook followers do not have, so they 
should stop their hypocrite reaction to the video and instead do it better themselves. (See Red 
Bull post 11, Comment by Dan Darling from May 11 at 4:20pm and comment by Tim Tetley 
from May 11 at 11:38am). With his comment about him flying a helicopter in a video game 
the exact same way as in the Red Bull post, Fredrik Holmgren fulfils yet again the Video 
gamers stereotype of Red Bull’s Facebook followers. (See Red Bull post 11, Comment by 
Fredrik Holmgren from 11 May at 9:08pm) The whole comments section and discussion 
show again the high expectations followers have on Red Bull but also how they are perceived 
themselves. That’s why Dan Darling and Tim Tetley judge them for their reaction to the 
video and provoke them to do better, secretly knowing that they would not do better as most 
of them are not sporty at all, as Fredrik Holmgren’s comment and the 346 likes on it, shows 
again. 
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In the comments section of the post of the 12th of May, Kurtis Vaughan’s comment saying 
“Red Bull making you feel like you’re doing nothing with your life since 1984” gives another 
insight on the secret behind Red Bull’s success. (See Red Bull post 12, Comment by Kurtis 
Vaughan from May 12 at 6:40pm) His opinion shows that the success of Red Bull was only 
possible to grow that big due to their ability to create a universe around their product with is 
making the average person feel fascinated and impressed by the things the Red Bull brand 
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creates. It also shows that it would not have become such an effective strategy if they would 
adapt to the everyday life situations of their actual consumers since it would not lead to any 
positive or fascinated reaction. One comment on a later post by Red Bull of the same day 
proves this discovery, as Alexander Chris comments that he is just drinking a Red Bull 
energy drink while he is watching the clip (See Red Bull post 13, Comment by Alexander 
Chris from May 12 at 8:04pm). Red Bull reacts to this comment by replying to a Thump-Up-
Emoji (See Red Bulls post 13, Red Bull comment from May 12 at 9:08pm). It is most likely 
that Alexander Chris is not doing any sports while he is watching the video and that is exactly 
the reason why Red Bull’s Facebook page has such a great success as they are aiming a target 
group that is fascinated by sports but are not doing it themselves. 
Video Analysis 
During our investigation, we also figured out some patterns within the posted video clips 
themselves. We picked out one video to analyse it in detail to find out what makes the videos 
so unique and thereby successful. The video we picked out was posted on the 28th of April 
and shows Paraglider and wingsuit flier over the Bromo volcano in Indonesia. With only 
638,118 views it is not part of the postings we counted as the most successful ones, but we 
figured that the clip itself combines all the typical structures of a Red Bull video the best. In 
the Appendix, we have put examples of the four different shots that are used in the clip and 
we will refer to them the first time they appear.  
The video with the caption “Flying Over Active Volcanoes” (Red Bull, 2016) has a length of 
58 seconds and starts out with a near shot of one athlete leaning out of an aeroplane with a 
special focus on his helmet with the Red Bull logo on it (See Appendix 7). In a full shot we 
see the athlete jumping out of the aeroplane wearing also a backpack with the Red Bull logo 
on it (See Appendix 8). In an extreme wide-angle shot, we see now two paragliding athletes 
flying over the environment of the Bromo volcanoes in Indonesia (See Appendix 9). In 
second 9 we see a point-of-view shot filmed by the helmet camera of the first athlete, we 
watched jumping out of the aeroplane. We see in this shot the second athlete in a total shot 
flying next to our point-of-view (See Appendix 10). Then there is a cut into another point-of-
view shot of the same athlete but now we see how he is looking down on the other athlete 
trying to grab his paraglider. From the second athlete’s point-of-view we see now how he 
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tries to attach the first athlete to the end of a rope. We switch again back to the first athlete’s 
perspective looking down to the second athlete. In the next point-of-view shot of the other 
athlete, we finally see the result of their stunt, which is to run up the Indonesian flag between 
each other and flying with it over the volcanos. We see them now in an extreme wide angle 
shot within the environment. In a full shot from above both athletes, presumably shot from an 
aeroplane, we see both athletes flying the flag between them and here again we see the Red 
Bull logo, this time on the paragliders. The athletes make a movement to the side so that the 
flag is more visible. From another extreme wide-angle shot we see them again in the overall 
environment. In the following 10 seconds, it is a mix of full shots from above the athletes and 
extreme wide-angle shots of them in the environment. From second 34 on we follow another 
athlete, who is introduced with a near shot of him jumping out of the aeroplane just like in the 
establishing shot of the first athlete. In a full shot, we see the athlete flying in a wingsuit, also 
with a visible Red Bull logo on it. In the next full shot, we see the athlete joining two other 
wingsuit fliers in a triangle formation. In between we have two point-of-view shots of one 
flier looking to the athlete in front of him and then to the one on his right side. In a full shot 
from above, we see the three athletes drifting apart from each other leaving one flier alone in 
the picture frame. He then starts to open his parachute, which we also see in a point-of-view 
shot. We see one athlete parachuting in another full shot and then in a closing shot how all 
three wingsuit fliers land next to each other and giving high fives to each other. 
Furthermore, is the video set to electronic music with the title "Set The World On Fire", 
composed by Bleeding Fingers. We found out, that Red Bull uses their own music and that 
the song of the present video “(…) is part of a large collection of sounds, created to help you 
get the most out of your visual media content. The catalogue was created by a network of 
dedicated composers and producers gathered together from all across the globe to develop 
unique music with attitude, atmosphere, energy and scope.” (Sounds of Red Bull, 2016). 
Through the company’s multimedia platform, the Red Bull Media House, they combine all 
the different contents of the brand via TV, mobile, audio, digital and print channels, also 
including Red Bull’s three Music platforms (Red Bull Media House, 2016). This shows that 
Red Bull has the full control over the content they put out into the world as they involve all 
the people they sponsor in everything they present themselves with. 
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Part Conclusion 
To conclude, Red Bull videos contain a lot of very different shots from various angles, but 
with a lot of stress on presenting their brand mark, but also their athlete’s point of view. In 
combination with shots of the very special environment, the athletes are performing their 
sport in, it creates a unique effect of being involved in the athlete’s actions and increases a 
broad fascination for the new perspectives viewers gain from watching the videos. As the rest 
of our analysis presented there is a relation between the length of a clip and its success on the 
Red Bull Facebook page, presumably due to the fact that a short clip with a lot of cuts does 
not overstrain the viewers but rather holds on their attention and fascination. But is must be 
noted that the successful posts, in our measurement, make use of breaking the conventions 
that Red Bull has set themselves. As the most successful clips have for example very few or 
no showings of their logo, show incomplete or failed stunts, have no background music, are 
only presented out of the point-of-view perspective and/or are only shot in one take without a 
cut. 
 
Out of the whole analysis, we conclude that Red Bull’s Facebook page acts as a direct 
connection between their brand and their target group. Through the comments, we were able 
to find out, that most of the Facebook followers do not have any relation to sports and this 
leads to their fascination over the Red Bull extreme sports universe as it portrays something 
very different from the Facebook followers’ everyday life. Red Bull present themselves as 
being a motivator and supporter for sports activities and using their Facebook page less as an 
advertisement platform for their own product but instead as a medium to increase their 
positive perception. Through applying the Neo-Tribalism theory we were able to detect that 
there is a distinction between the actual Red Bull consumers and the Red Bull recipients, as 
evidential in several online discussions, in terms of the actual state of knowledge about sport 
in general for example. As several online statements show, most of the Facebook followers 
relate themselves a lot to the Red Bull product, which we title as a product Neo-Tribe. 
Furthermore, is Red Bull very aware of their target group’s desires and needs and adjust their 
content to it, which confirms our Marketing 3.0 theory and that they are aware of the 
necessity of their product Neo-Tribe. The duality of attitudes towards the content provided by 
Red Bull also creates popular culture as defined previously in the project. The comments on 
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their Facebook posts show broad and common expectations towards the brand as being all-
around and that their athletes also the world bests. But Red Bull realised that they can break 
their own rules and by doing that still gain a lot of attention and success. That strategy shows 
that they are very aware of their own image and constantly try to shape it to the best by also 
testing their limits with risky posts that might not reach out far, but will show them their own 
boundaries. The Facebook followers also refer to Red Bull as “them”, which shows that the 
Facebook community is very aware of the superior position of Red Bull as being the provider 
of content, but by the interaction between both sides on Facebook it is evidential that without 
the Facebook followers and their reactions on Red Bulls posts their marketing strategy would 
not have been effective at all, which again proves our Marketing 3.0 theory and the shift of 
control towards the consumers. By using Facebook as a worldwide used platform they make 
use of globally known online conventions which also helps them in terms of reachability and 
image spreading.  
So overall there is a communicative interaction between Red Bull as the sender and the 
Facebook followers as the recipients and without the recipients willing to express their 
opinions Red Bull would not be able to improve themselves in terms of shaping their content 
better towards their target group. 
Fabian Holt interview analysis 
In order to figure out the connection with the conducted interview with Fabian Holt in 
relation to our project, this section will analyse on and explain the positions and statements 
made in the interview in relation to this project and how and where the terms Neo-tribes and 
Mediatization come to show. Statements and quotes will be used and highlighted which are 
taken directly from a transcript that was conducted after the 33-minute interview with Fabian 
Holt on the 18th of April 2016.  
 
In an attempt to analyse and clarify Fabian Holt’s statements in the interview the knowledge 
gained will be approached individually according to relevant themes dealt with. To begin 
with the question of how Red Bull uses cultural sponsorships as means of branding and 
promoting themselves, both in terms of Red Bull Music Academy but also in terms of 
extreme sport as an extension of their other fields of cultural sponsorships, will be examined 
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further. Quite similar to what our assumption was beforehand Fabian Holt explained how the 
advertising industry has an interest in investing in cultural forms that have a strong impact on 
the recipients and consumers as in Red Bull’s case first began with the extreme sport and then 
later included music amongst other things. He further elaborates on how music and sports 
have this strong appeal to its audience making it interesting to these industries but also how 
music is different from sports in this case. Whereas sport is best received and experienced 
live through TV or at live events, music has the potential to be received and played on a 
personal level where the individual can relate to music in many different ways, various 
settings and in diverse moods. Fabian Holt states that music potentially is a better and very 
different platform for cultural sponsorships since it can relate to the individual in many 
different ways, scenes, moods, and occasions. As sport is about the now and the immediate 
consumption, music deals much more with feelings and most important taste, as the 
distinction of identity is very strong. (Appendix 3: 17, 19, 21). Interestingly Fabian promotes 
music over extreme sports when considering the effect of sponsorships as a way to reach the 
recipients but acknowledge that sport also creates an identity but argues that on a 
psychological levels music has the potential to reach deeper. Considering how according to 
Fabian Holt music has a greater value in cultural sponsoring, a connection could be made 
with the apparent discourse historically made by Red Bull, the fact that they started out with 
only extreme sport and then opened up for the cultural market of music as another and better 
tool to approach their segment.  
 
The theory of Neo-Tribalism will be dealt with in terms of relevance in connection with 
creating the Red Bull image through cultural sponsorships. As Fabian states that “(…) brands 
(…) have the role (…) of (…) creating communities or at least (…) spaces of community (…)” 
(Appendix 3: 33). Here notions of Neo-Tribalism come to show and what impact brands 
potentially can have on a community. Holt argues that the individual branches whether 
consciously or not set the standards that people gather around. Especially with the theory of 
modernity by Anthony Giddens as Holt reference to, and without going into depth with it 
Fabian Holt explains that modernity is; “(…) constantly being negotiated and not so much a 
fixed (…) in that context of brands can (…) have a new potential (…) a new opportunity (…) I 
mean not necessarily as a conscious decision but they may have more success in creating 
spaces of community and appealing to community in a society where community is more (…) 
fragmented (…)” (Appendix 3: 33). With this remark Fabian Holt links the theory of 
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modernity to Neo-Tribalism giving an explanation for how this becomes a possibility in a 
complex society and says this gives way for companies having the opportunity to go in and 
have an impact on a certain pre-community. With the modern community being a more fluent 
and not fixed concept it gives room for, as the Neo-tribalism theory dictates, the person with 
a changing mask to blend into various scenes and stages resulting in a need for choices in 
scenes and stages. With the focus from Red Bull on extreme sport and music etc. they are 
going out and capturing the masses, they really attach to the individual and, in Maffesoli 
thinking, through that imprints itself as a part of your identity, consciously or subconsciously 
with the need for more of the kind to seek fulfilment it is pulling people into a given 
environment in which Red Bull are placing themselves in centre. People, recipients, the 
consumer, or the audience, therefore, feels drawn through the individual's interest to whatever 
media, company or scene that can satisfy that interest. This interest, not necessarily being one 
but many related, that Red Bull becomes the medium for. As with music, you do not only 
listen to one genre but various according to mood, environment etc. the same counts for 
sports as you will feel related to other kinds of sports associated.  
 
The image of coolness is one of the intriguing elements in Red Bull’s attempt to approach 
their target group in making their brand as attractive as possible. As the content of their brand 
aside from the drink itself has a very strong appeal to a large percentage of the age group they 
are addressing, especially in treating an image of coolness so that it fits a modern audience in 
a modern society. As Fabian Holt states when asked about the image of coolness in a Red 
Bull medium and community; “(...) I think with respect of convincing the media and the 
consumers (...) the value of (...) the event and of the art that they present, because if (...) the 
consumer and the media is not convinced, they don’t feel that this is a strong (...) cultural 
experience (...) and it’s cool and it’s fascinating (...)” (Appendix 3: 58). So with this Fabian 
Holt emphasise the importance of convincing the audience through convincingly producing 
and distributing their content through media. He further adds that when the audience once 
gets caught up with a certain media, video, forum, event, or post et cetera, their fascination 
pushes scepticism aside and replaced with a great experience. So the image of coolness place 
a significant role in gathering a tribe around Red Bull, especially when considering that the 
content that Red Bull produce is meant to catch the audience through the means of, well 
produced, action-packed, and high-quality content. With this Fabian Holt indicate that the 
recipients’ experience of the content gets overwhelmed by the intensity and therefore does 
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not consider that there is a company behind this with the agenda of a commercial brand 
(Appendix 3: 60, 63). This is something that Red Bull do to perfection.  
 
But to what extent does this notion of a cool image apply for the different branches of Red 
Bull, understood here as if it differentiates from how they communicate for example their 
Formula 1 branch and the branch of Red Bull Music Academy to the consumers? In terms of 
these differences or similarities according to the different branches, Fabian Holt do see 
common grounds but not in the departments interacting with each other but stresses that in 
the way they communicate with their recipients there are definitely some similarities. “(...) in 
terms of general values and sort of rhetorical strategies (...) the sort of rebel attitude and the 
street attitude are sort of shared values across the music people.” (Appendix 3: 74). Here 
Fabian Holt makes it very clear that there are similarities in how the different branches of 
Red Bull communicate with their audience in terms of a shared set of values, approaching a 
rebel mind-set and some rhetorical tools. But again Fabian Holt makes some clear 
distinctions between the sports part and the music part in which he is very familiar with. “(...) 
I mean coolness take on a very specific and also a complicated meaning in music because 
music is a complex signifier and has complex words of generating meaning (...)” (Appendix 
3: 77). On the contrary, the way the sports part of Red Bull approach their recipients focus 
much more on the here and now and the result of an instant action. “Whereas sport is much 
more (...) it’s direct here and know and it’s about a team and it’s about winning (...)” 
(Appendix 3: 79). Although the general attempt is to approach a group of people using an 
image of coolness, rebel- and street attitude in all the branches of the company they do 
distinguish in doing so.  
Here Fabian distinguishes between the two areas and an argument here is that music has a 
different attraction on a subconscious level, more than sports. Music generates some 
emotions and has the possibility of giving a sense of addiction whereas sport is an instant 
experience and satisfaction. But a general demand that Fabian Holt recognises on both 
accounts is the need for authenticity that the recipient perceives the content as not a company 
with commercial intentions. 
 
When looking at Red Bull Music Academy according to Fabian Holt he explains how they 
aim to ensure quality in choosing which pre-existing communities and mediums to sponsor 
and thereby project and maintain this authenticity, an example is Felix Baumgartner as taken 
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from the branch of extreme sport. They are searching, both in terms of the music branch but 
also in terms of the extreme sports branch, for the “(...) pioneers, the most recognised 
practitioners or artists (...)” (Appendix 3: 88). Fabian Holt argues that this is crucial and is 
emphasised more than only reaching mass culture in general (Appendix 3: 96). This could be 
argued to contradict the aim of creating popular culture in terms of not necessarily aiming to 
sponsor communities and mediums with more mass culture capital from the starting point 
(Appendix 3: 96), but can also be seen in terms of aiming for investments, via sponsorships to 
ensure progress and promotion, which will lead to the projection of an authentic image of 
coolness that Red Bull can more or less shape and frame, since the role of being a Red Bull 
ambassador (Appendix 3: 46) also is an interest from the sponsored element’s point of view.  
The fact that in house media production, content spread on own platforms and as Fabian Holt 
mentions how “(...) they are creating the content (...)” (Appendix 3: 107) plus awareness 
about distributing through and engaging certain journalists creates an extensive level of self-
censorship. Fabian Holt expresses this tendency as how “(...) it allows them to control (...)” 
(Appendix 3: 105),  which can be related to the theory of Mediatization in terms of curating 
the media, but also existing as the media for these sponsored communities and mediums 
helps to protect the brand (Appendix 3: 122). This enables Red Bull to have a very 
independent role in the media landscape, which relates to the core of the Mediatization  since 
they have freedom in shaping their brand image, can influence their recipients and consumers 
by creating a Neo-Tribe platform and exist as providers of information of extreme sport 
amongst their other branches. 
Part conclusion   
According to Fabian Holt, considering his point of view as an insider, Red Bull succeeds in 
shaping communities around their brand as a result of a conscious image being projected to 
their audience. This image is consisting of a world of intriguing images, videos, campaigns, 
events and the list goes on, all having one purpose of capturing the attention of their target 
group. As with Maffesoli’s theory on Neo-Tribalism where groups that define themselves on 
a basis of tastes and lifestyles gather in communities where this interest is shared and mutual. 
With the brand that they are conveying in many different ways, through different strategies 
the theory definitely comes to show, in some areas more than other. Red Bull makes the 
platform, creating the ideal circumstances for elements of Neo-Tribalism but it is on 
Facebook, Twitter, Instagram, YouTube, their website etc. where people get the platform or 
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the forum for sharing, commenting, and interacting with other people seeing a sense of 
belonging to the tribe. Following this, there is a great deal of self-engaging form the 
individual consumer and recipient’s point of view which they too have the media for, and the 
individual will continue their interest with like-minded people. With the possibility of self-
censorship that Red Bull have to quite an extensive level, they can mould the image they 
want to project. This creates the space for them as an independent media institution and 
thereby a substantial level of control as the theory of Mediatization advocates. Due to the 
interference with society, Red Bull provides the individual the platform to share a passion 
with a Neo-Tribe and thereby have the opportunity of choosing and opt out on whatever they 
want and giving the means of participating as they see fit, on their preferred media in their 
preferred field of interest. On that account, the persona can get the fulfilment in relation to, 
and together with others.  
Analysis of recipients from group interviews 
The data collected in these interviews are collected from six individual participants, of which 
three are male and three are female, thereby providing an equal gender division. Interview 
participants A, B, and C are female, and E, D, and F are male.  As mentioned on the page in 
the methodology section, we aimed to recruit interview participants within the age frame 
between 18-30, including both 18 and 30. The age of our interview participants were 22 
(participant E, and F), 25 (participant B, C, and D), and 28 (participant A). All participants 
are Danes. In category 1 we have chosen to place participant A, B and C. In category 2 we 
have chosen to place participant D, E, and F. When approaching the analysis in an inductive 
manner, we base our conclusions on the data provided by these six interview participants. By 
doing so, we are aware of our limitations by only analysing the data collected by six 
participants, and we realise the validity of our argument would be stronger had we had more 
participants. However, we are also using elements from the abductive approach, as we after 
the generalised conclusions continue working with the data by relating it to conclusions made 
in other analysis parts, and thereby making our argument stronger. 
 
General patterns 
There is a general pattern concerning knowledge about Red Bull, where the two categories 
that are explained above in the methodology section, have become gender divided, with all 
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the female participants (participant A, B, and C) in category 1, and all the male participants 
(participant D, E, and F) in category 2. So, the amount of Red Bull knowledge is therefore 
also gender divided. When asked about their general knowledge about what Red Bull does 
besides selling energy drinks, participant A answers that she does not know (appendix 3: 80), 
and participant B does not answer. Participant C shows some knowledge by mentioning the 
cliff diving event. However, she only brings this up after participant D has already mentioned 
it. Furthermore, it is important to note that participant C and D are in a relationship, and we 
learn later on that participant D has attended the cliff diving event (appendix 5: 84-86) so it 
can be interpreted as if participant C has gained this knowledge from participant D. However, 
this is just an assumption and it is not proved in the data collected. 
From category 1, participant A and B do not follow or are even aware of Red Bull on social 
media (appendix 4: 82-86), and participant C does not answer the question. All of the 
participants in category 2 are aware of and exposed to Red Bull on social media. Participant 
D mentioned Red Bull’s sponsored posts on Facebook (appendix 5: 93-94), and participant E 
and F both talk about Red Bull’s events that flourish in Facebook when people click the 
‘attend’ button, and they thereby gain a broad exposure (appendix 6: 120-124, 132). 
Furthermore, participant D expresses that he knows Red Bull does more things than events on 
Facebook in line 137 (appendix 6). Again, we see the same pattern, as the male participants 
are all knowledgeable about Red Bull’s activities on social media, and the female participants 
are not. Even though we are only dealing with six individuals here, this observation relates to 
how receivers are represented on Red Bull’s Facebook page, and the preliminary idea of Red 
Bull’s target group. Therefore, we see a pattern in male receivers being general more 
interested in the Red Bull universe, and that the way Red Bull present themselves as a brand 
is more appealing to males. 
Furthermore, there is also a difference in the amount of exercise they do. From category 1, 
participant A dances three times a week (appendix 4: 9), participant B spends much time on 
cycling and are also beginning dance class (appendix 4: 13-15), and participant C works out 
and considers that her hobby (appendix 5: 12-14). In category 2, the only one mentioning 
doing even a little sport is participant E, who plays a little bit of basketball for fun (appendix 
6: 14-16). So, from this, we can argue that individuals who perform sports are in general less 
interested in Red Bull than individuals who do not exercise. 
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Red Bull and sports 
When asking what brands the participants associate with sports, Nike and Adidas are 
mentioned many times. Participant A, B, and C from category 1 only mentions those two 
brands and they put it in relation to the clothes they wear when doing sports (appendix 4: 19-
31), (appendix 5: 23). Nike is also mentioned by participant E and F from category 2, and 
participant E furthermore mentions Spalding that he relates to the basketball he plays. The 
most interesting answer is the one given by participant D. He mentions Carlsberg and the 
relation that brand has to football, and furthermore the mentions Red Bull as being associated 
with extreme sports (appendix 5: 19-21). Here, for the purpose of our research area, it must 
be noted that participant D mentions this himself before the interviewers have brought up the 
subject of Red Bull. When making the association between Red Bull and extreme sports, 
participant D goes on with saying “(…) like cliff diving and so forth.” (appendix 5: 21). We 
learn later on (appendix 5: 86) that participant D has attended a Red Bull cliff diving event 
the year before. It can, therefore, be argued that he makes this association based on a personal 
experience and that Red Bull’s marketing strategies have therefore affected him since he now 
rather quickly comes to the conclusion that Red Bull is related to extreme sports. As 
described in consumer behaviour theory, the marketing by Red Bull has affected participant 
D’s behaviour, since he chose to attend a Red Bull event, and it has also affected his 
cognition, as he afterwards makes this association. 
By those who do not exercise a lot, Nike, Carlsberg and Red Bull are mentioned as brands 
that quickly comes to mind as being related to sports. Of those three brands, only Nike is 
primarily focusing on products that can be used for doing sports. Both Carlsberg’s and Red 
Bull’s primary product are unhealthy beverages, which takes some intelligent marketing to 
put into the minds of recipients that the products are sports related. This is again a result of 
the interaction happening in consumer behaviour theory, as consumers make associations 
based on the marketing they have been exposed to. 
When asked what the participants associate with Red Bull, Red Bull’s element of visibility 
was clear in many of the answers. Participant A mentioned Red Bull promoters and the event 
where Felix Baumgartner jumped from space onto earth. However, she did not know his 
name, but just referred to him as “that guy” (appendix 4: 44). This shows that participant A, 
when thinking of this event, is focusing on the actual event, the hype of it, and promotion 
behind it, and not on the actual man doing the dangerous jump and setting a world record. 
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Participant B followed up by mentioning how she associates Red Bull with extreme sports 
because of what she has seen on TV, where Red Bull is sponsoring sports events. This links 
very well together with participant E, who also mentions visibility, as he refers to how Red 
Bull is seen everywhere (appendix 6: 77), which leads to the importance of participant E’s 
and F’s associations. They emphasise on the “very strong advertisement” (appendix 4: 75-76) 
and the popularity of the brand (appendix 6: 78-85). 
From this, we can argue that recipients are in general aware that Red Bull is trying to be 
visible and available everywhere. However, there is a pattern showing that the more a 
recipient knows about and have an interest in Red Bull, the more the recipient is also aware 
of the marketing intention behind it.  
Extreme sport is also a recurring theme associated with Red Bull. Both participant B, D, E, 
and F mention extreme sports (appendix 4: 56), (appendix 5: 54), (appendix 6: 92-94, 117). 
And without her knowing it, participant A makes the same association by bringing up the 
Felix Baumgartner event. Therefore, the association between Red Bull and extreme sports is 
made by participants from both category 1 and 2. Again, it must be noted that these 
associations are made by the participants without the interviewers bringing it up first. 
From this, it can be argued that Red Bull creates the association to extreme sports by focusing 
on being extremely visible and reachable. This is connected to Red Bull’s use of extreme 
content marketing, as our definition of content marketing includes the brand being visible, 
reachable, recognisable and visualising its message. Furthermore, the association between 
Red Bull and extreme sports is made by participants from both category 1 and 2. Therefore, it 
can be argued that Red Bull has succeeded in implementing this association into the minds of 
recipients in general, regardless of whether or not they are part of a Red Bull Neo-Tribe. 
 
The product 
Participant A and C both mention that they primarily, if not only, associate with Red Bull 
with the energy drink (appendix 4: 54), (appendix 5: 64). On the other hand, both participant 
E and F both do not associate Red Bull with their product, but as a brand instead (appendix 6: 
88-90). Unfortunately, no answer was provided by participant B and D to this question. 
However, from the four answers provided, it can be interpreted as if receivers who would fit 
into category 1 associate Red Bull with the energy drink, and receivers who would fit into 
category 2 have an expanded view on Red Bull as a brand. It must be noted that we are aware 
of the limitations concerning making this generalisation based on only four participants. 
 
63  
Roskilde University 
International Study Programme in Humanities 
Participant A, B, and D occasionally drink Red Bull at a night out, but their use of Red Bull 
in this situation is different; A and B consume Red Bull as a drink mixed with alcohol 
(appendix 4: 61-75), and D consumes pure Red Bull to gain energy when tired (appendix 5: 
70-75). However, when asked earlier what brands or products the individual participants 
associate with a night out, only participant A mentioned Red Bull (appendix 4: 35). 
Furthermore, participant A specifies that the association is related to partying, even though 
the question concerns situations in general where one might need extra energy, which is the 
ability of the actual Red Bull product. 
 
Neo-Tribal perspective 
At first, we thought the Red Bull Neo-Tribe had its basis in the energy drink. We, therefore, 
asked the interview participants to describe the stereotypical Red Bull consumer. It is 
interesting to note that healthy vs. unhealthy is brought up by several participants, without the 
interviewers first mentioning it (appendix 4: 91), (appendix 6: 145). This is especially 
interesting since a lot of time has been spent on discussing sports and Red Bull - both as 
separate and related subjects. This is mentioned by both participant A and F, who also both 
considers the stereotypical Red Bull drinkers to be gamers (appendix 4: 95), (appendix 6: 
147) This gamer element also relates to what we have discovered when analysing responds to 
Red Bull posts on Facebook. When asked to give a description of the stereotypical Red Bull 
drinker, participant F considers it to be just any normal person, as it is a regular beverage to 
drink, and it is being consumed by people with a purpose (appendix 6: 142-150). This 
statement by participant F speaks in favour of Red Bull having created a Neo-Tribe, as 
anyone can be seen drinking the product, and since anyone can be part of a Neo-Tribe, as a 
Neo-Tribe is not fixed and framed. Participant D considers a Red Bull drinker to be a neutral 
person who likes the taste of the drink, just like himself (appendix 5: 98-100). So, there is no 
general pattern distinguishing between how participants from category 1 and 2 perceive a 
stereotypical Red Bull drinker. From this, it can be argued that the big difference in the 
perception of Red Bull is concerning the brand and not the product. 
None of the participants considered themselves to be Red Bull drinkers - thereby direct 
consumers, but they had all tasted Red Bull before. Participant D mentions that Red Bull is 
the only energy drink he drinks, and this is due to the taste (appendix 5: 67-77). Participant D 
is, therefore, the participant who comes the closest to being a Red Bull drinker based on our 
definition of such. 
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However, after further research we have discovered that being a Red Bull drinker is not 
necessary to be part of the Red Bull Neo-Tribe, as the Neo-Tribe is created on the basis of the 
image Red Bull provides and the coolness factor included here, which Red Bull has built up 
with their marketing and success in relating their brand to extreme sports and adrenalin. The 
Neo-Tribe in question is therefore not constructed on the basis of the Red Bull energy drink. 
However, nothing is preventing a member of the Neo-Tribe in consuming the product as well. 
This may just add to affiliation to the Neo-Tribe as it visually expresses love for the brand. 
This may be the case with participant D, who sees a similar feature between himself and 
another individual consuming a Red Bull, which therefore creates a connection between them 
that is very difficult to explain. 
The Neo-Tribal aspect becomes clear in line 104 (appendix 6), where participant E says “I 
love the brand. Ehm (Pause) I just don’t really like the Energy Drink. [...]”. Here, we are 
dealing with an individual who does not drink the product, who does not do lots of sports, but 
still loves the Red Bull brand. It can, therefore, be argued that his love for the brand is 
coming from the Red Bull image and coolness factor. 
  
Part conclusion 
Based on the premises found in the data collected from the six interview participants, we see 
a general pattern where Red Bull’s primary target group generally consists of males who do 
not consider performing sports as part of who they are, and that these individuals are also the 
ones most likely to be part of Red Bull’s Neo-Tribe, as they show most interest in and 
knowledge about the Red Bull brand. There is a connection between the amount of 
knowledge about and the interest in Red Bull, and the amount of exposure they have been 
presented to on social media. Therefore, activity on social media may be related to the Red 
Bull Neo-Tribe. The interaction between marketing and consumers, within consumer 
behaviour theory, is visible, as the participants make associations based on the marketing 
they have been exposed to. In general, recipients know how visible and reachable Red Bull is 
trying to be, but a pattern becomes clear showing that those who are the most aware of the 
actual intentions behind Red Bull’s marketing are those who have the most interest in the 
brand. We conclude that the association, being perceived by participants, between Red Bull 
and extreme sports, is created by the extremely visible and exposed content marketing that 
Red Bull provides. Furthermore, this association is implemented into the minds of both 
receivers who have only little to lots of interest in Red Bull, regardless of whether or not they 
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are part of the Neo-Tribe. The emphasis on Red Bull as a brand instead of just a product is 
mostly regarding recipients who would fit into category 2. There is a difference between the 
content, activity, and people shown in the videos by Red Bull and the answers given by the 
participants when trying to describe a Red Bull consumer. Based on the data gained in the 
group interviews, it can be argued that the actual Red Bull consumers are not even sports 
interested people, as those who do exercise tend to think of Red Bull’s energy drink and the 
people who drink it, as unhealthy. The Red Bull Neo-Tribe has its basis on the image and 
coolness factor created by the Red Bull brand, and consuming the actual product is not 
necessary to be part of the Neo-Tribe. It is the love for the brand by itself that is the 
determining factor. 
DISCUSSION 
The outcome of the analyses indicated that from the perspective of Fabian Holt the theory of 
neo- tribes can be applied as a way to understand Red Bull recipients and consumers but 
since Neo-Tribes are loosely based, it is difficult to locate the frame of the Neo-Tribe within 
the extreme sports branch, where it ends and where it starts. Red Bull are good in creating a 
platform both physically and virtually where the Neo-Tribe actors participate but where Red 
Bull lacks interaction with the Neo-Tribe besides providing the content. But it could be 
argued that due to all the different branches, for example, Red Bull Music Academy, they are 
efficient in maintaining and providing sufficient material for the Neo-Tribe. They ensure a 
projection of authenticity through sponsoring pre-existing communities and mediums, so they 
invest in promoting the brand’s authenticity in the chain of gaining support from their Neo-
Tribes.  
 
In terms of Mediatization, the theory can be used to understand the level of self-censorships 
which provides Red Bull freedom in shaping, framing, and maintaining their image of 
coolness and thereby allows them to have a quite independent position in the broad media 
landscape. This allows them to influence society, due to being providers of the extreme sports 
information.  
The position of Fabian Holt as an elite has contributed with a more inside perspective, as he 
has worked with internal key figures in Red Bull and has extensive knowledge in this area but 
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his more unbiased role, we perceive his statements and views to not be coloured ergo less 
subjective and more objective. 
 
Through our analysis of Red Bull’s Facebook page, we detected that they have this site to 
provide a platform to create content and thereby shape their image of coolness, which the 
Facebook followers are willing to take on and to interact with it. Red Bull takes very little 
further interaction with their Facebook followers which shows that they pass their control of 
the content over to the Facebook followers, who then have discussions about it with 
themselves and/or share it further with their own audience. This shows their success in 
creating popular culture as it develops pro and contra positions on the side of the Facebook 
followers and further cultivates discussions and their overall image. Red Bull is aware of the 
necessity of the online Neo-Tribes and through using a worldwide used platform like 
Facebook with globally known conventions they increase their reachability and image 
spreading. We have noticed an exclusive posture by the Facebook followers towards people 
that present themselves as only consumers, who do not have any further relation to the brand, 
as they are perceived as being uninformed and thereby not able to join discussions for 
example about sport. We have not used the analysis to search for gender patterns but by 
investigating the data we can clearly see some tendencies towards a more male interactivity 
on the Facebook page. 
 
When recruiting participants for the small group interviews, the only demand the individuals 
had to fulfil was being within the age frame of 18-30, since they would then be within the 
target group that we argue Red Bull has. Furthermore, we aimed to recruit an equal amount of 
males and females, but there were no more restrictions in terms of who we chose. This can 
seem as if we did not have enough knowledge to further specify our search for participants, 
but in fact, this broad option for recruiting was intentionally done and gave us very 
interesting results. Even though, the participants we used for conducting the interviews were 
randomly chosen people, the results gained from these interviews create a very interesting 
pattern that corresponds with the results of our analysis of recipient responds in comments on 
Red Bull’s Facebook page. Especially the pattern of males who do not do sports being more 
interested in and knowledgeable about Red Bull than females who do sports is a recurring 
result in our different analyses. This may just have been a coincidence, which worked out in 
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our favour, or it may put even more emphasis on the general patterns of recipients and Red 
Bull followers seen in the results.  
Based on the group interviews, the recipients who show most affiliation towards the Red Bull 
brand also have the most knowledge about it. Furthermore, these recipients are also very 
much aware of Red Bull’s marketing strategies, and how this is meant to affect them. The 
active followers turn into prosumers, as they are interacting with the brand and the brand 
becomes as important to them, as they are to the brand, since the brand is part of the 
construction of their identity. This also shows how these active followers are part of the Red 
Bull Neo-Tribe, as a Neo-Tribe is not fixed, but very loosely defined, and the different Neo-
Tribes an individual is considered a member of are all building blocks in constructing the 
persona of the individual. Thereby, the image and coolness factor Red Bull provides is 
important for the active followers who are considered to be part of the Red Bull brand Neo-
Tribe. 
A member of the Red Bull Neo-Tribe does not necessarily have to also be a Red Bull 
consumer, as seen in the results gained in our analyses, and they are therefore part of the 
brand Neo-Tribe and not the consumer Neo-Tribe. This distinction is clear as the group 
interview results show that those who feel the most connected to Red Bull in general are 
associating Red Bull with a brand containing many things, and the drink is not really in 
question at all. On the other side, the drink is the primary association made with Red Bull by 
those who do not have much or any interest in the brand. Relating this observation to the 
results gained from recipient comment response in our analysis of Red Bull’s online content, 
some mention themselves being active Red Bull consumers. And these consumers are too all 
aware of several other things related to Red Bull than just the product, as they have all 
entered the Red Bull Facebook page, which by itself shows Red Bull knowledge beyond the 
product, but furthermore, they are immediately exposed to the extreme sports related video 
content available on the Facebook page. 
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CONCLUSION 
The Red Bull brand is with all its variety a very wide-ranging business, which is creating 
their image of being a young, attractive leader in the extreme sports universe through their 
far-seeing and visual presence in all forms. As an element of their extreme content marketing 
and through using several platforms like Facebook or global events they expose their leading 
position even further and this generates the possibility of a brand Neo-Tribe. They visualise 
their extreme sports content on online platforms in their own, unique way which creates 
enough interest by their recipients to carry it further to their own audiences but also to form 
their own identity around it, which is evident for their usage of the idea behind the Marketing 
3.0 concept. 
The analysis of interviews with Red Bull recipients and consumers showed clear patterns in 
the affiliation towards the brand and a clear distinction between those, who relate only to the 
product of Red Bull and those who associate the brand’s marketing efforts and have built a 
positive relation to it. In the analysis of their online content but also with the group interviews 
the Neo-Tribe built up around the product had a more negative perception, as the energy 
drink itself is seen as being unhealthy and thereby is contradicting the general extreme sports 
image. The brand based Neo-Tribe acknowledged and contributed more to Red Bull’s actual 
participation in extreme sports events and were very aware and affected by their marketing 
efforts and providing of content. This is due to their non-product marketing in their extreme 
sports branch. Furthermore, they make use of niche marketing in their different branches, 
which creates the norm to which their consumer Neo-Tribe is following up to. Red Bull’s 
way of communication is very visual as investigated in the online content analysis and also 
taking advantages of globally understood online many-to-many communication to reach out 
further, which again is an element of their extreme content marketing and provides grounds 
for the creation of Neo-Tribes. Through their own self-censorship and in house media 
production they have an extensive level of control in shaping the reality for a Neo-Tribe and 
image of coolness, which they are thereby able to create, shape and to a certain extent 
maintain due to their independent position in the media landscape.  Therefore, we can 
conclude that the theory of Mediatization is useful in terms of understanding Red Bull’s 
position in terms of media. 
Therefore, we conclude here that Red Bull’s extreme content marketing on Facebook is a 
corporate communication strategy that provides their consumers and recipients with content, 
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which enables them to form an interest and which can be formulated as a Neo-Tribe, that is a 
part of their identity. But it is difficult to locate the frame of the Neo-Tribe within the extreme 
sports branch and therefore, it is only measurable in limits. 
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